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Rough Proofs 


As exclusively predicted by Rough 
Proofs, the Cubs proved to be ex- 
actly like the Boston Braves of 1914. 
They ended the world’s series in four 
straight games. 


. 3 Ff 


Like a lot of other products which 
fail to maintain their early popu- 
larity, the Cubs appeared to have 
been slightly over-advertised. 


7’ ? 


Helen Jacobs, the tennis queen, 
has come out for Hoover. Now if 
the president will reciprocate by 
nominating Helen for the tennis 
championship the score will be love- 
all. 

. 3 


If this aspirin battle continues to 
rage so hotly in the advertising 
columns, somebody is going to finish 
up with a headache. 
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Childs’ restaurants, which found 
meatless menus unpopular, are now 
featuring their blonde and auburn- 
haired waitresses. That seems to 
represent a triumph of the animal 
over the vegetable kingdom. 


, Ff 


An agency man tells with apparent 
satisfaction of the success an ac- 
count has won without the aid of 
advertising. With a few more such 
accounts, this agency man ought to 
be in a position to retire. 
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Succeeding without advertising 
may prove that a product is excep- 
tionally good, but succeeding with it 
proves that the agency is. 


7 F F 


A Dr. West window display caused 
such a traffic jam at State and Madi- 
son that the police ordered its re- 
moval. The store manager should 
have set it up for the customers on 
the inside. 
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This display, by the way, showed 
an endless stream of water flowing 
into a never-full bowl. The adver- 
tiser was merely taking advantage 
of the apparent increase in the num- 
ber of wets. 
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Kate Smith is reported to be the 
highest paid radio star, thus confirm- 
ing the impression that she is the 
biggest feature on the air. 


a 


Automobiles and trucks equipped 
with Diesel engines, which require 
no spark-plugs, are promised for 
1933. Sounds like a dastardly at- 
tack on the prosperity of Toledo. 


2 = 


“Nothing is said,” ADVERTISING AGE 
reports regarding Pond’s new face- 
Powder campaign, “about new and 
momentous scientific discoveries.” 

But somebody seems to have made 
a new and momentous advertising 
discovery. 


* ¥ F 


Realsilk explains that the copy 
written for it by Joe Cook “is typical 
Joe Cook comicality.” Joe’s friends 
will protest that the label wasn’t 
necessary. 


7, ¥ F 


The copy-writer for Eagle Pencil 
Teproduces a reporter’s notes that 
are legible. Eight to five he never 
Saw a reporter’s notes. 


Copy Cus. 


DON'T CHEAPEN 
ADVERTISING 
STANTON WARNS 


Do it Right or Not at All, 
Chicago Council Told 


Chicago, Oct. 6.—If advertising 
has been on trial during the period 
of business depression, it has come 
through with flying colors, asserted 
Henry T. Stanton, vice-president and 
Chicago manager of the J. Walter 
Thompson Company, in addressing 
the Chicago Advertising Council to- 
day. 

Mr. Stanton pointed out that the 
volume of advertising in 1932 has 
shown a smaller decline from pre- 
vious levels than any other major 
business activity. Its shrinkage from 
the peak of 1929 is 37 per cent, as 
compared with a decline for business 
as a whole of 47 per cent; building, 
80 per cent; automotive, 75 per cent, 
and motion pictures, 43 per cent. 

The chief hazard at present threat- 
ening advertising, he said, lies in 
the effort to cheapen it to a point 
where it cannot accomplish the pur- 
poses for which it was designed. He 
warned the advertising business 
against making the same mistake 
which has happened in many com- 
modity fields, where cheap merchan- 
dise with only a price appeal has 
taken the place of quality goods. 

“Advertising,” he declared, “must 
be rightly done or not done at all.” 


Foresees Return of Past Era 


Mr. Stanton predicted that since 
business consists simply of supplying 
human wants and desires, and since 
people have not changed, even 
though business conditions have, 
there will be a return to the condi- 
tions which permitted Americans to 
maintain the highest living stand- 
ards in the world. Advertising can 
be justified, he insisted, only as a 
means of informing the public about 
worthy products. 

In opening his discussion Mr. 
Stanton pointed out that the drop in 
advertising from 1920 to 1921, the 
previous depression period, was 30.5 
per cent, based on magazine volume, 
the only complete figures which are 
available for comparative purposes. 
This was a larger decline than has 
been shown for any single year since 
the current depression began. 

“We have the complete figures,” 
he said, “for our present cycle. The 
peak year was 1929. In 1930 there 
was a drop of less than 3 per cent. 
The next year, 1931, showed a drop 
of only 15 per cent as against 1930. 
The first eight months of 1932 
showed a decline of approximately 
25 per cent from 1931. 

“Certainly, when we consider the 
severity and length of this depres- 
sion, comfort of a sort may be had 
from these figures. There can be 
only one conclusion. Advertising has 
established itself unquestionably, 
and unquestionably for all time, if 
we are wise, as a basic part of the 
business operation. 


A Necessary Business Tool 


“Not only that, but it has with- 
stood the effects of the worst busi- 
ness period in the experience of any 
of us better than has business itself. 
Advertising, on its record, has estab- 
lished itself as a necessary tool of 


(Continued on Page 10) 


Advertising Must Supply 
Leadership, D.M.A.A. Told 


Stanley Withe 
Named Head of 
Insurance Men 


New York, Oct. 5.—Concluding a 
three-day meeting here today, the 
Insurance Advertising Conference 
chose Stanley F. Withe, of the Aetna 
Casualty and Surety Co., Hartford, 
Conn., president for the coming year. 

Charles C. Fleming, of the Life 
Insurance Company of Virginia, was 
elected secretary-treasurer, while 
Clarence Palmer, Insurance Com- 
pany of North America, and Kenil- 
worth Mathus, Connecticut Mutual 
Life Insurance Company, were 
named chairmen of the fire-casualty 
and life groups, respectively. 

Upsetting precedents of many 
years, the resolutions committee was 
excused and no awards were made 
in connection with the exhibit of in- 
surance advertising. 

Conference members withheld com- 
ment on the resolution passed in 
Philadelphia last week by the con- 
vention of National Association of 
Insurance Agents recommending na- 
tional cooperative campaigns on the 
various types of coverage to be 
financed by an assessment of % of 
one per cent of premiums, this sub- 
ject being touched upon only by 
outside speakers. 


Non-Insurance Men Speak 


Among those speakers who 
brought a fresh viewpoint to bear 
on the 
were William L. Day, of the J. Wal- 
ter Thompson Company, New York, 
and Philip L. Thomson, public 
relations officer of the Western 
Electric Co., New York, and _ presi- 
dent of the Audit Bureau of Circu- 
lations. Bert N. Mills, Bankers Life 
Insurance Co., Des Moines, Ia., retir- 
ing president of the Conference, pre- 
sided at the general sessions. 

Speakers on subjects of general 
interest included Walter H. Bennett, 
secretary-counsel, National Associa- 


insurance men’s problems: 


NEW PRESIDENT 


Stanley F. Withe 


tion of Insurance Agents; A. W. 
Spaulding, manager of the produc- 
tion department, Hartford Accident 
and Indemnity Co., and Warren S. 
Chapin, superintendent. of. publica- 
tions, Aetna Casualty & Surety Co. 

Mr. Bennett said the first objective 
of the cooperative advertising recom- 
mended by his association should be 
to teach the public that it makes its 
own insurance rates, and that the 
cost of carelessness in housekeeping, 
the saving of a few dollars in con- 
struction costs and reckless driving 
is ultimately taken out of its own 
pocket. 

Mr. Spaulding pointed out that in- 
surance advertising could be made 
to pay increased profits by frankly 
advertising for preferred risks and 
that such copy would create a favor- 
able impression on prospects who 
would thus be reminded that cover- 
age in the advertiser’s company did 
not carry the penalty of assessments 
for claims paid to others. 

Mr. Chapin advocated more and 
better presentation material, or “on 
the spot advertising” for the use of 
salesmen when under fire. 


Last Minute News Flashes 


Plan Investigation of Advertising Costs 

New York, Oct. 7.—Following a series of informal conferences, a joint 
committee has been formed to investigate all factors relating to advertising 
costs, with R. R. Deupree, president, Procter & Gamble Co., Cincinnati, 
representing advertisers, Lee W. Maxwell, president, Crowell Publishing 
Co., representing publishers, and A. W. Erickson, chairman of the board, 
McCann-Erickson, Inc., representing agencies. 

James W. Young, University of Chicago, has been appointed to make 
the first study of agency compensation. 


General Motors Shifts Advertising Men 


Detroit, Mich., Oct. 7—Emerson J. Poag, formerly sales promotion 
manager of Buick Motor Company, has been reappointed advertising man- 
ager, succeeding J. E. Grimm, who becomes assistant in charge of multiple 
city dealer operations to W. A. Blees, Buick-Olds-Pontiac general sales 
manager. W. R. Huber, former Pontiac sales promotion manager, becomes 
Buick-Olds-Pontiac sales promotion manager. 

George Browder, former Olds sales promotion manager, has been 
named sales manager of the company. G. D. Burns has been named pro- 
duction manager of Buick-Olds-Pontiac sales promotion, and M. J. O’Connor 
becomes head of the division’s business manager department. 


General Tire Appropriation Up 25 Per Cent 
Akron, O., Oct. 7—The advertising appropriation of General Tire and 
Rubber Company will be increased 25 per cent in 1933, William O’Neill, 


president, announced yesterday. 


Lee H. Bristol Outlines Own 
9-Point Plan for 
Advertising 


New York, Oct. 7.—Eliot L. Wight, 
United States Envelope Co., Spring- 
field, Mass., will head Direct Mail 
Advertising Association during the 
next year. C. S. Watson, Goodyear 
Tire & Rubber Co. of Canada, New 
Toronto, Ont., and C. A. Bethge, Chi- 
cago Mail Order Co., were elected 
vice-presidents. Frank L. Pierce, De- 
troit, was re-elected secretary-treas- 
urer. " 

Leonard J. Raymond, Dickie-Ray- 
mond Co., Bostn, was re-elected a 
member of the board of trustees. 
New members of the board are Jack 
Smith, advertising manager, Frank 
E. Davis Fish Co., Gloucester, Mass., 
and Edson Dunbar, president, Paper 
Makers Advertising Club and adver- 
tising manager, Crocker McElwain 
Co., Holyoke, Mass. 

The 1933 meeting will be held in 
Chicago. 


New York, Oct. 7—The 15th an- 
nual convention of the Direct Mail 
Advertising Association got under 
way here Wednesday as Ben Sweet- 
land, president of the organization, 
Lee Bristol, Edgar Kobak, Grover 
Whalen and Kenneth Goode told the 
delegates that the entire world was 
looking to the advertising profession 
for leadership and that if advertising 
men as individuals failed to keep 
their rendezvous around the corner 
with prosperity it would be nobody’s 
fault but their own. 

“In the first stage of our industrial 
development,” said Mr. Sweetland, 
“materials were of paramount im- 
portance and the men who controlled 
natural resources were looked to 
for leadership. 

“In the second period of expan- 
sion, problems centered in manufac- 
turing and men able to devise 
cheaper and better methods of pro- 
duction came into power. 

“In the era we are now entering 
the utilization of resources and man- 
ufacturing will be of secondary im- 
portance. Everything will depend on 
distribution and consumption and 
the man able to work with these fac- 
tors, the advertising man, will be 
king.” 

The president’s welcome to the 
3,000 delegates was followed by Mr. 
Whalen’s, delivered for the Adver- 
tising Club of New York, the facili- 
ties of which were offered to the 
visitors for the duration of their 
stay. 


Outlines Seven Point Plan 


Mr. Whalen outlined the Seven 
Point Plan for ceonomic recovery 
sponsored by the Advertising Club 
of New York and the American Fed- 
eration of Labor and advocated a 
dictator of public works as a means 
of cutting the red tape preventing 
constructive measures already au- 
thorized from being applied. 

Edgar Kobak, president of the Ad- 
vertising Federation of America, 
supplemented the welcome of that 
organization with the comment that 
the salesman and advertising writer 
of today is afraid to sell. 

“There is money in the country, 
credit is available, and people can be 
encouraged to buy,” he said. “The 
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difficulty is due to poor salesman- 
ship. The conviction of merchandis- 
ing men that the prospect will say 
no has fostered the growth of a de- 
featist philosophy of selling.” 

Lee H. Bristol, president of the 
Association of National Advertisers, 
suggested that all advertising men 
pledge themselves to nine resolu- 
tions, agreeing: 

To think of advertising and use 
advertising only as an economic 
force for creating sales. 

To be more concerned than ever 
with the net profit result. 


Develop “You” Attitude 


To develop better sense of humor 
so that their perspective and sense 
of proportion of the relative impor- 
tance of all selling activities may be 
in better balance. 

To develop the “you” attitude of 
mind where the generosity of the 
thinking is rewarded by the greater 
effectiveness. 

To dust off the much-abused word 
“service” and give it some real and 
tangible significance. 

To try to think in straight lines 
without becoming befogged in mazes 
of cloudy reasoning, or too smart, 
cute tricks and complicated plans. 

To look at advertising problems as 
a whole, without undue emphasis on 
minutie. 

To restrain enthusiasm within 
factual bounds, in order that there 


will be no more additions to the big 
list of abuses of advertising. 

To test everything wherever pos- 
sible, so as to eliminate errors and 
guesses. 

“Advertising men interested in 
specific mediums face a daily chal- 
lenge,” Mr. Bristol said. “It is, ‘Can 
you measure big enough to rise 
above the obvious immediate inter- 
ests you represent and tackle each 
problem, first of all, from the client- 
viewpoint with a real breadth of 
viewpoint on your part?’ 

“If you give your medium the real 
dignity and importance it deserves, 
you should be able to have the client 
reveal the whole picture and problem 
to you. Then, and not until then, can 
you proceed with the judgment and 
the background that should bring 
success to your plans.” 


Sound Cheerful Note 


The session closed with a cheerful 
note sounded by Ralph B. Wilson, 
vice-president of the Babson Statisti- 
cal Organization, who reported im- 
proved prospects for 1933 and there- 
after, and a dramatic demonstration 
of important principles of salesman- 
ship by Prof. Alvin C. Busse and 
Prof. Richard C. Borden of New 
York University. 

A talk on testing copy, by S. H. 
Giellerup, Marschalk & Pratt, fea- 
tured the Thursday morning session, 
at which Chas. A. Bethge, vice-presi- 


dent, Chicago Mail Order Company, 
presided. Mr. Giellerup’s address is 
reported in detail elsewhere. 

Stuart Cowan, president, Cowan & 
Dengler, Inc., New York, asserted 
that buyers’ minds are on the mar- 
ket, and Ralph Leavenworth, adver- 
tising manager, Westinghouse Elec- 
tric & Mfg. Co., East Pittsburgh, Pa., 
drew specific instances of balancing 
the advertising program from the 
experience of his firm. 


Hold Plan Board Session 


In the afternoon a typical plan 
board session of an advertising 
agency was held, with two important 
direct mail campaigns being origi- 
nated. Leonard J. Raymond, presi- 
dent, Dickie-Raymond, Inc., Boston, 
presided, speakers including Robert 
J. Smith, general traffic manager, 
American Airways, Inc., St. Louis, 
and Gorden Laurence, advertising 
and sales promotion manager, L. C. 
Smith & Corona Typewriters, Inc., 
New York. 

A report on the relative pulling 
power of various types of copy ap- 
peal, by Carroll Rheinstrom, vice- 
president Liberty Publishing Co., 
featured the Friday morning session. 
His report is given in detail else- 
where. 

Robert K. Orr, president, Wolver- 
ine Insurance Co., Lansing, Mich., 
told the conference how his organi- 
zation had increased business 55 per 
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Ask for Information. 


THE CHRISTIAN SCIENCE MONITOR 


A Daily Newspaper tor the Home 


Published by The Christian Science Publishing Society 
107 Falmouth Street, Boston, Massachusetts 


625 Market Street 
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Seattle, Washington 
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a Publication? 


First, of course, you look up the “net paid,” analyzing 
also the methods of getting circulation and any other hints 
as to quality of readers. Then you look over the periodi- 
cal, study its makeup, its news and editorial content, its 


Do you stop there? Or do you also get data on the 
response of its readers? Do you consider the part played 
by the publication in achieving that response ? 


The Christian Science Monitor welcomes your most 
searching analysis on all three dimensions* of circulation. 
Many are the advertisers — local, national and interna- 
tional—who have borne voluntary testimony to the excep- 
tionally good response from their Monitor advertisements. 


Reason for this response is found in the esteem which 
readers of the Monitor have for their newspaper — their 
trust in its news, respect for its views and confidence 


Facts regarding the proved 
response of Monitor readers, together with other data 
interesting to advertisers, will be sent on request. Or 
ask for a representative to call. 


Kansas City, Missouri 
405 Nat. Fid. Life Building 


San Francisco, California 
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London, England 
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Berlin, Germany 
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cent in 1931 with letters, and out- 
lined the method used in writing 
them. 


Kenneth Dyke, advertising mana- 
ger, Johns-Manville Corp., New York, 
gave an interesting talk on the place 
of sales letters in the national ad- 
vertising plans of his company. 
Mansfield Mills, Mills-Wolf, Inc., 
Tulsa, Okla., and Harold Stedfield, 
New York, were other speakers. 


Walter J. Daily, sales promotion 
manager, electric refrigeration de- 
partment, General Electric Co., 
talked on the need for a definite 
selling plan at the final session of 
the convention, and Dale Wylie, 
sales promotion manager, Iron Fire- 
man Mfg. Co., Cleveland, told how 
the company’s policy of supplying 
its dealers with direct mail litera- 
ture free of charge had proved itself 
a flop. 

Instituting a charge for this ma- 
terial induced dealers to make the 
best possible use of it, he said. 


Not a Panacea 


P. J. Kelly, assistant tire sales 
manager, B. F. Goodrich Co., warned 
the group against seriously believ- 
ing that direct mail can be a cure- 
all for all sales ills. Direct mail 
should be used only for four pur- 
poses, he said: 

To advertise an unusual value; to 
introduce product innovation; to 
sell an unusual service; or to ex- 
press a magnetic, sparkling per- 
sonality. 

Mr. Kelly also reported on the ad- 
vertising preferences expressed by 
268 Goodrich dealers. Newspapers 
were first choice of 49.3 per cent, he 
said, direct mail of 35.4 per cent, 
radio of 5.3 per cent, handbills of 
4.5 per cent, outdoor of 2.9 per cent. 

The size of the town in which the 
dealer was located made a consid- 
erable difference in his choice of 
media, Mr. Kelly said, direct mail 
being much more popular in the 
smaller towns and cities. 

Presentation of the awards to the 
fifty direct mail “leaders,” and a 
summary of the convention proceed- 
ings by John H. Wright, editor, 
Postage and The Mailbag, closed the 
general sessions. 

Special departmental meetings 
were held by industrial advertisers, 
house magazine editors, social serv- 
ice workers, financial advertisers, 
and retail advertisers. 


Sunkist Increases 
1933 Appropriation 


California Fruit Growers’ Ex- 
change, Los Angeles, will spend 
$1,250,000 on advertising in 1933, 
compared with $900,000 this year, 
it has been announced. 

A bumper crop this year and an- 
other one anticipated for next year 
are responsible for the increase. 


Seven Use Columbia 


Programs of seven advertisers will 
be begun or resumed over CBS net- 
works this month. Sponsors include 
California Walnut Growers Assn., 
Corn Products Refining Co., Inves- 
tors Syndicate, Dr. Miles’ Labora- 
tories, Stephen F. Whitman & Son, 
Tide Water Oil Sales Corp. 


Continues in A. A. A. A. 


Following the recent merger, the 
membership of Albert Frank & Co. 
in the American Association of Ad- 
vertising Agencies has been con- 
tinued in the name of the new firm, 
Albert Frank-Guenther-Law, Inc., 
New York. 


Chardonize Resumes 


Tubize Chatillon Corp., New York, 
has resumed its campaign in con- 
sumer magazines reaching women, 
which was discontinued a year ago. 
Copy, placed by Doremus & Co., New 
York, features women’s garments 
made of Chardonize yarn. 


Emicon, Inc., Appoints 

Emicon, Inc., New York, has ap- 
pointed United Advertising Agency, 
New York, to direct advertising of 


its electrically-operated musical in- 
struments. 


Younggreen Aids Hoover 

Charles C. Younggreen, McJunkin 
Advertising Co., Chicago, has been 
named organizer of the advertising 


interests of the country in behalf of 
the re-election of President Hoover. 


—— 


Central Coal 
Selling Plan 
Held Illegal 


Richmond, Va., Oct. 6—When the 
United States District Court of 
West Virginia held Appalachian 
Coals, Inc., to be in restraint of 
trade, it also killed plans for the 
largest advertising campaign ever 
launched in behalf of coal. 

Appalachian Coals, Inc., was to be 
the central marketing organization 
for producers of Virginia, West Vir- 
ginia, Kentucky and Tennessee bi- 
tuminous coal fields, and in event of 
a favorable decision, would have 
staged an aggressive campaign. 

The court ruled, however, that the 
organization would not only control 
most of the coal produced in its field, 
but would also control the markets 
in which it would operate. This, it 
was said, would eliminate competi- 
tion between the producers. 


Sales Executives 


Elect Zoll; Small 


Allen Zoll, sales counsel, was 
elected president of the Sales Execu- 
tives Club of New York at the annual 
election this week. Other officers: 

George W. Small, Literary Digest, 
first vice-president; W. J. Moll, 
Gardner Advertising Co., second 
vice-president; Roger W. Riis, Riis 
& Bonner, secretary, and H. B. Bar- 
ber, Kelvinator Sales Corp., treas- 
urer, 

New directors are Charles F. Ab- 
bott, American Institute of Steel 
Construction, and Arthur Price, New 
York Herald Tribune. 


Kenyon & Eckhardt 


Increase Salaries 


As one feature of the celebration 
of its third anniversary, the New 
York agency of Kenyon & Eckhardt, 
Inc., announced to its 50 employees 
that a ten per cent salary reduction 
made last spring had been restored, 
retroactive to the date of the de 
crease. 

Henry Eckhardt and Otis Allen, 
who founded the agency October 1, 
1929, said billing would reach a new 
peak during the fiscal year ending 
September 30, 1933. 


Enlarge “Domestic 
Engineering” Section 
Instead of going ahead with plans 
for a new publication to be known 
as “Domestic Air Conditioning,” En- 
gineering Publications, Chicago, has 
decided to combine editorial material 
of this type with Domestic Engineer- 
ing, in a section to be known as 
“Automatic Heat and Air Condition- 
ing Dealer.” 
The section will be reprinted and 
supplied to 5,000 dealers in heating 


equipment, air conditioning appa- 
ratus, etc. 
Keith Clevenger 


Leaves Association 


Keith Clevenger, for the past three 
years director of publicity and ad- 
vertising for the American Gas Asso- 
ciation, New York, has resigned to 
become associated with the advertis- 
ing firm of Wilson & Haight, Inc. 
Hartford, Conn., where he will spe 
cialize in gas utility merchandising. 

Mr. Clevenger will continue to 
make his headquarters at 420 Lexing’ 
ton Ave., New York, for the time 
being. 


Analyzes Cuba 
_as U. S. Market 


W. L. Davidson, business manager, 
Post and Evening Telegram, Havana, 
Cuba, has written a booklet, “Cuba, 
a Suburb of the United States,” out- 
lining market opportunities avail- 
able to U. S. manufacturers in Cuba, 
and giving interesting information 
on the industries of the island. 

Copies may be obtained from the 
New York office, 10 E. 40th St. 


Kite Joins “News” 
Manny Kite has resigned as adver- 
tising manager of Chicagoan, to be- 
come manager of rotogravure adver- 
tising for Chicago Daily News, effec- 
tive Oct. 15. 


Returns to Vick 


Carl J. Balliett, recently with 
General Baking Co., New York, has 


returned to the Vick Chemical Co., 
New York, as advertising manager. 
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. AGAIN—FIRST PRIZE 


| October 8, 1932 , ADVERTISING AGE 


— 


} For the second consecutive year, a Campbell-Ewald 
poster has been awarded first prize at the National 
Poster Exhibition in Chicago. } Out of three hundred 
posters on display, twelve judges of national reputa- 
tion in Art and Advertising selected this fine Pontiac 
poster for the premier award. Last year, under 
similar conditions, the Buick poster was selected, and 


the American Legion poster was awarded second prize. 


| THE BIG PARADE 15 TO DETROIT 


FIRST PRIZE 1931 . .. National Poster Exhibition, Chicago 


4 


AMERICAN LEGION 
a 


« SEPTEMBER - 2 TO 24 


RIESY # 
ems all ina 


FIRST PRIZE 1932 . .. Art Directors Exhibit, New York 
SECOND PRIZE 1931 . . National Poster Exhibition, Chicago 


} Out of a total of twenty-eight awards made at the National Poster Exhibition during the last two 


years, Campbell-Ewald has won eleven—including two first awards, one second, and 


Advertising 


' 
; 
' 


Directed 


eight of honorable mention. & The American Legion poster also won first award at 
the Art Directors Exhibit in New York. 


to its outstanding newspaper, magazine and radio advertising service, enjoys 


Campbell-Ewald Company, in addition 


the distinction of placing more outdoor advertising than any other advertising agency. 


welt! CAMPBELL-EWALD COMPANY... DETROIT 


> = » » » » » » » » HH. T. EWALD, PRESIDENT <« « « « « « «¢ 
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Prize-Winning Posters 


The winners of the three major 
awards in the third annual exhibit 
of outdoor advertising art proved to 
be, interestingly enough, posters in 
which no pretty girls were included. 
If this had happened only a few 
years ago, it would have been con- 
sidered revolutionary. Now it’s ac- 
cepted almost as a matter of course. 

No one doubts the value of fem- 
inine beauty and charm in winning 
attention, but advertising men have 
discovered that it is not good prac- 
tice to employ these elements merely 
for attention-getting purposes. Un- 
less the pretty girl is a part of the 
story, and unless the picture of 
which she is a feature illustrates a 
selling point, then it doesn’t belong. 

There are plenty of good posters 
in this exhibit in which good-looking 
girls are attractively displayed and 
have a logical role to play in the 
presentation of the advertiser’s sell- 
ing argument. The well-known Shell 
poster, “Made For Each Other,” de- 
signed by Andrew Loomis, is a good 
example of this type. But because 
the tendency is to make beauty 
work, and not appear merely as an 
artistic embellishment, fewer post- 
ers that are getting over today rely 
chiefly or exclusively on this type 
of appeal. 

Probably the most _ significant 
quality in the newer and more suc- 


cessful posters is that of humor. 
It’s an interesting fact that during 
the days of business depression, ad- 
vertisers, almost without realizing it, 
have been supplying a needed ele- 
ment of good cheer by introducing 
humorous qualities into their copy, 
whether intended for publications, 
for posters or for presentation in 
some other way. That the public 
likes this kind of advertising, there 
seems to be no reason to doubt. 

Otis Shepard, the artist who de- 
signed the prize-winning poster, “It’s 
Spring—Get a Pontiac,” is develop- 
ing a vogue of no mean proportions, 
as indicated by the fact that he re- 
ceived several honorable mentions 
also. The most striking character 
of his work, aside from its tech- 
nical individuality, is a whimsical 
humor which makes an unexpectedly 
broad appeal. His current series 
for the William Wrigley, Jr., Com- 
pany taps the same vein with 
marked success. 

If American poster artists, who 
are rapidly mastering the technique 
of poster design, from the stand- 
point of effective use of color in 
mass, continue to score through the 
use of an original and native humor, 
they will add a new and popular 
quality to this type of advertising 
presentation. 


New Values for Magazine Copy 


Magazine copy is being given new 
values through the plan announced 
by the florists’ organizations for 
their new campaign, details of which 
were described in the October 1 
issue of ADVERTISING AGE Special 
copy is to be written for each type 
of magazine, so as to take advan- 
tage of its editorial and reader char- 
acteristics. 

This is not a brand-new idea, for a 
few other advertisers have been using 
it with excellent results. Why more 
are not also doing so has not been 
explained, but it is probably due to 
the natural inertia of the human 
mind, as well as the desire to let 
the other fellow experiment, espe- 
cially when the new idea involves 
considerable additional labor and 
expense. 

Magazine editors will tell you 
gladly just what kind of readers they 
have. They know that their editorial 
contents are a rather definite key 
to the type of readers, and they 
know by actual contact that this 
is the kind of readers who sit in 
their respective audiences. And 
since every magazine, even though 


it is classed by advertisers with cer- 
tain others of the same _ general 
type, has an individuality of its own, 
knowledge of the varying identities 
of their reader groups ought to have 
considerable value for the adver- 
tiser. 

Taking full advantage of the op- 
portunity represented by special copy 
for magazines involves additional 
costs for copy, art, typography and 
plates. But is this a valid objection? 
Isn’t it rather a logical statement 
that if advertising can be improved 
by changing the copy, thus tying in 
with the specific editorial quality of 
the publication, it’s a most expen- 
sive economy to try to make one 
piece of copy fit every magazine on 
the list? 

Advertisers are frequently con- 
cerned about duplicate circulations. 
The higher you go in the scale of in- 
comes, the greater the degree of du- 
plication naturally becomes. Dupli- 
cation isn’t necessarily a disadvan- 
tage; but from any standpoint it can 
be made an asset rather than a lia- 
bility through the special magazine 
copy program. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


403. Increasing the Load, 

This is the second edition of a 
book issued several years ago by 
McCall Company and which proved 
a valuable aid to marketers of elec- 
tric household equipment. The first 
edition reported in detail purchasing 
methods and sale practices of cen- 
tral stations and locations of their 
retail stores, believing this was war- 
ranted by the great volume of busi- 
ness done by electrical utilities. The 
present volume omits discussion of 
merchandising activities, but pro- 
vides a detailed listing of 4,290 cities 
and towns in which central station 
stores are located and the number of 
domestic lighting customers in each. 
Records are also provided for the 
5,086 cities and towns in which 
utilities maintain no stores. 


414. Iowa Grocery Outlets. 


This directory of Iowa groceries, 
published by Des Moines Register and 
Tribune, contains the name and ad- 
dress of every retail grocer in the 
state, the number of families in each 
county, the daily and Sunday circula- 
tion of the Register and Tribune in 
each county, and also indicates those 
stores affiliated with buying groups 
or chains. Listings are arranged in 
convenient routes in Des Moines and 
certain other cities, and wholesale 
grocers, wholesale fruit and produce 
houses, and chain store buying offi- 
ces are also listed. The Guide is dis- 
tributed without charge. 


368. The Open Road for Boys Mag- 
azine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazines’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and _ interesting 
analysis of the boy market—ex- 
tremely worth while sending for. 


422. The Sex Life of the Spider. 


“Two sexes for the price of one” 
is the theme song of this unusual 
booklet published by Redbook Maga- 
zine. You can’t make sales if you 
sell only one-half of the family, the 
booklet contends, and it proves it in 
an interesting fashion not only with 
the sex life of the spider, but with 
real or alleged incidents in the lives 
of famous couples, starting with 
Adam and Eve and progressing his- 
torically through Samson and Delilah, 
Socrates and Xantippe, Anthony and 
Cleopatra, Ulysses and Calypso, 
Romeo and Juliet, Napoleon and 
Josephine, and Mr. and Mrs. Gleep 
(1932). 


342, Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


RESULTS OF PRICE CUTTING 


Feeding the Monster 


—Progressive Grocer 


Voice of the Advertiser 


Meat Seasoning 


Business Is Good 


To the Editor: In connection with 
the story about our advertising ac- 
tivities which appeared in your Aug. 
27 issue, you may be interested to 
know that our farm sales manual, 
mentioned in that story, has been 
going over with a bang. 

In spite of the fact that we have 
increased our working hours in our 
factory and have added 25 per cent 
more labor, we have been unable to 
keep up with the orders as they have 
been received and are running about 
ten days behind schedule. Our job- 
bing connections throughout the 
United States are taking firm hold of 
this farm case in an excellent way. 

We are also pleased to report that 
practically our entire capacity on 
the new household package for meat 
and poultry seasoning has been sold. 
We are planning an extensive cam- 
paign to start early in September, 
1933, to gain a larger metropolitan 
distribution and recognition on this 
item. 

P. Hicks CADLE, 
Executive Vice-President, 
A. C. Legg Packing Co., 
Inc., Birmingham, Ala. 
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Sinclair Advertising 
Exhibit Sells Officials 


To the Editor: I am sure you will 
be interested in an idea which our 
client, Sinclair Refining Company, 
is working out with unusual results. 

Primarily to acquaint various offi- 
cials of the company with the facts 
about just how their annual adver- 
tising appropriation is spent, the 
company has set aside several rooms 
in the Sinclair Building for an ex- 
hibition of the 1932 Sinclair adver- 
tising. 

The exhibit not only shows the 
finished copy, but in many cases in- 
cludes every step from the inception 
of the idea, down through the rough 
layout, the artwork, etc. 

So much interest has been shown 
in the exhibit, not only by the com- 
pany’s officials, but by others as 
well, that invitations to inspect the 
exhibit are being issued to officials 
of other companies, to advertising 
classes, advertising managers, etc. 
Later it is planned to route the en- 
tire exhibit to Sinclair district offices 
in Chicago, Kansas City, Tulsa, Fort 
Worth and Atlanta. 

The first feature of the display 
which draws attention is a large 
disc representing a dollar, which 
shows the percentage of the appro- 
priation spent for newspapers, radio, 
national magazines, and the like. 
Beyond this is the radio display, 
showing photos of Sinclair artists, 


a typical script, letters from dealers 
commenting on the programs, four 
actual barrels of fan mail, and other 
pertinent material. Explanatory cards 
on the wall tell the necessary story 
briefly. 

The newspaper display is domi- 
nated by a large horseshoe arrange- 
ment of full-page, two-color adver- 
tisements, showing how Sinclair has 
been pioneering in the use of color, 
81 of the 320 papers on the Sinclair 
list getting color copy. 

An entire room is devoted to the 
make-up of Sinclair magazine adver- 
tisements, featuring the successive 
steps in the preparation of one of 
the prehistoric advertisements—the 
rough layout, the wax model of the 
dinosaur, the photograph of the 
model, the plate, the final proof, and 
the completed page. 

Other rooms in the exhibit are de- 
voted to other phases of the cam- 
faign, including dealer helps, direct 
mail, co-operative advertising for 
agents, trade and industrial adver- 
tising, Mexican division, road signs, 
station signs and banners, road 
maps, and other things. 


CARL BRANDT, JR., 
Media Department, Federal 


Advertising Agency, Inc., 
New York. 
. 7 F 


Mr. Roloff Hastens 
to Chide Mr. Sharp 


To the Editor: May I hasten to 
chide W. B. Sharp for his letter in 
your Oct. 1 issue in which he non- 
chalantly admits that he, like most 
good Americans, does not know who 
his congressman is? 

Has the keen Mr. Sharp not heard 
of the non-partisan activities of the 
Illinois League of Women Voters in 
making available to him and “most 
good Americans” not only his con- 
gressman’s name but his biography 
and voting record as well through 
a Special Election Issue of Illinois 
Voter? 


B. A. Ro.orr, 
Roloff, Brenton & King, Chicago. 
, FF i 


McKay Likes Copy Cub 


To the Editor: I differ with a re 
cent correspondent who complains of 
starting to read his paper with Copy 
Cub and getting in the wrong mood. 

Those of your readers who are ad- 
vertising men, undoubtedly start at 
the back and work: forward, thus 
finding Copy Cub a pleasant dessert 
after finishing the rest of the meal. 
Of course, non-advertisers starting 
in the conventional manner at the 
front will not understand this. 

Hueco McKay, 
Vice-Pres., Joseph Katz Co., 
New York. 


| 
| 


Bee ee ee ae eat > ee 2 , eT Sai 1 eS AR A FRED Le ee dig Te CABS Sra” [ora a Sores". ce NT oh : et ka Oe MS, eT Ae, fin dee A P= ade os tee ee Be 3 LS Se ee Sei fe. ee 3 
oe ‘ Behe, se ead ; A c ae ; 4 : be rich SE Ne Ee io tah * Pin. ae cis B ade aa “5% Si 
oe ae ane 
ee 4 re Pe O 
ee piel a NN SE LN = 
ee oe Ee _— ee RR eal Ta — 
a a 2 ve - ei 
ie a Oa . ’ ’ a / Pere 
— PD gist gi ce" pee RY \ ae 
ae Jf ig oo es ae = a4 
? si ot sagt P f ‘ aed 
Foe “T } ae 
‘Se 1 Ot sien ae Ber re | ! 
Se lt RIESE RR OE av gpa ee, | | ek ae 
: ep Of ae / 4" a 4 ar 4 | 
De | Pa ‘ a ase ae ha , Ye ) Be Ps. é Z *} i 
; A ee 7 F i 
Pe pease py i. Vy fay . : 
r CC iz Bed SPs, Fev aa 
aerate <> S Me oe \ » te 
ee ——— Sy: a Tt be a - 
: oy ee " “ ; te 3 Me, , . “eg ay : * F, re WN ety, ¥ J . nd 
ee ee PE ae ase E A ee at Z| —— \\y | 
See Te ae RUS FEN Mg a 
Se eee ty 3, See \ a) , res ee ph hai Ny 
panic ee . ; een, RE . - hh Mie’ J 
es ee SR we th ay Mr Dy kee 
fe eee e | h 4 - i> > a 4 2 a ; rl ee . j Q x 3 3 i & x fe 
ee es es ¥ “> 4a 2 Se Om al iil 
ae eo . rat a 8 £ ae f : " ¢) i Pees iy é| 
7 i us “Pe Ss : ot ae ‘ Lee > q oil Was Sea y 
vf clo cE. , ' ~— A he = A ae ee ot wan , fH 
prceR - Same We es 
omen aen een eee ye cuit Fany CUT Sagi Oe 
ee ay > “ ts = “Yasy oe 
ee i se ¥ te @. yer ae 4 
. a Pho! cre ‘ ‘iinet pci eee 
. ee ' ie gt Kee hae E Ot a 
. SCC ee i? ae: bast ark <3 \ Se ry a 
a PA, sh Fe cia RR — Fe ae 4 
oe a . oa UMereaged SS [Soa 
ia —“(tsSCd by be IS a et 
or ‘ & cP wa A —<—- rs . 
aa. re va) “ Pai we Lae 6, ong “ao ‘ ae 
ae A “ a ee Me ey" 
s ss Pe ee —“‘;‘SCtsS ii 4 sua Eon | 
i 
i 
| ee 
A f 
se) ee | 
oe 
ae —_—e——<—<_[_—i_ —=—=—_—==_=_&x*<_{_=_£_£_£_==£*=**<*<=<<<<*<*_<_*_{_{]_{£_£*£z_*_#_<z<£<#;{£_{_{_{_*_{_{_;_;_;_#_<~~~@*—*—*~a~aTESy{{>>>>>>>>>>>>_$—i>=[_ Oo _[___[_““__==p ' 
es ee i 
| ee | 
SCS RO TINEA ANI chee EO NAR mn ETON A Aa RAMAN MEE Sat 
| 
i 
yeh Scat : 
ee iste | 
' 
ee | 
: eee «omy Wy 
e ' 
ap | 
RS aie soak 
| | ) 
_ 
t 
| 
7 7 
, 
| | | | 
Ay yicay Weise Pay bee ae OEY Vater gcor eer ; 
f stad tee ee ace a en , par Ae ae ies vl eee cS 
Ey ie Spare ie ours = = Me ee = a ay moa a eine ores oes te as ene aa re : Beit; Sharad és 
} imme) Ase 5 2) era A a eet. aie 5c ie gol ois aeas TS IRN ee Shae Pate ene Er eR 
sobs dstiocdigas 1 EERE flaca Pepe hee: ie Pee ip ; CP ee eee ee 
REM Treas ee) ee seans firs rt Pete (tar eile Et = aes hig BAe von ie: Ra ee 2 if ee a aoa h ht igBih eit a Ea aik 
aoe path wee ie. Sonar ees Ces are. ee ict eter or Uo cg toi ated te a Neg ss, See SaaS PTR TARA A op eae ithe > Pade GOURREN 12 gee 
ene sat go eae wees: Vi ky so pre. Waal erat pe oe oN reine +e Pipe rae Poe es ieee ty teas, foo... Baya ges ot Oe ae aioe “er ieee ere Br OEE AR wile Fa ot feet ad Me a Sid ee tae earn Wig 5 eae onan we 
Madge Thighs hy ee a ee Sep serch, ah irae Wye ee Ty alo I EI PN at RRL eed Mint ee QM Ng ele c+ a eg Re WE ee aI Ty SR or, RN seaee = eT At AaB or bee ae 3: «a aaa a Orne Nemec E ae BR, Be MRE | Res! iyi aetaaen 


Se SS Sn Qe 


—— =e ee ewer 


Re Sot gt Se “ ee OE ae 


October 8, 1932 


ADVERTISING AGE 


Here Is What Most Readers 


Really Read 


in the Three Big Weeklies 


Being a Frank Tabulation of the 10 “Best Read’’ Editorial 
Items in Liberty and the 2 Other Leading Weeklies Checked 
by Percival White, Inc., During the Past 20 Weeks. 


Will Japan Try To Conquer The 
United States? . .. . 
eae — 


Shoot And Be Damned! ! 


Beyond Control . 


Weekly “A” 
© 


CODPNAVYVRYWN 


_ 


Weekly “B” 


OPULAR books prove their 
case with sales. So do maga- 


zines. 


2 
3 
4 
5 Ten Francs A Dance 
6 
7 


Two White Men—And Another 
Strange Clues—The Case of 

Mr. Wainwright. . . . 
Only Two Years, My Lovely 
The Only Way . . 
While There’s Life There’ s Hope 


The Chartreuse Pajamas. . . 
Let The GirlGo ..... 
Steak With Onions... . 
The Girl Who Blushed . . . 
Make Mine A Speakeasy. . . 
Wife For Sale . . ew @ 
No Way To Win A Girl 4 « 
Too Much Money. . . ‘ 
There’s Always One Witness ‘ 
Fathoms Deep ..... . 


The Great Crooner 

Platinum Faults. . . . 
What A Handsome Pair! 
Keeper Of The Keys 

And Him Long Gone . 

The Rubber Check . P 
Show Down ....... 
Silver Platters . .... 
The Republican Case. . . 

I Want To Be An Aviator . 


But which of the many 


. Clarence B. Kelland. . Fiction 
. Elizabeth Alexander. . Fiction 
. F. Scott Fitzgerald . . Fiction 
. Earl Derr Biggers . . Fiction 
. AlanLe May. . . . Fiction 
. F. Scott Fitzgerald . Fiction 
. Charles Francis Coe . . Fiction 
. Maude Parker . . . Fiction 


With the advertiser as well as 
with the editor only the things that 
are READ, count. 


Gen. William Mitchell . 


FrankW.Wead . . . Fiction 
Sergeant Ed Halyburton Non-Fiction 
Rex Beach. . . . . Fiction 
Edward Hope. . . . Fiction 
Achmed Abdullah . . Fiction 


Edmund Pearson . 


Dorothy Black. . . . Fiction 
Day Edgar. . . . . Fiction 
Margaret Kennedy . . Fiction 


George F. Worts . . . Fiction 
John C. Groome, Jr... Fiction 
Lucian Cary . . . . Fiction 
Mary Heaton Vorse . . Fiction 
Miriam Hopkins . . . Non-Fiction 
Kathleen Norris . . . Fiction 
Richard Connell . . . Fiction 
Talbert Josselyn . . . Fiction 
Hugh MacNair Kahler . Fiction 
Octavus Roy Cohen . . Fiction 


Calvin Coolidge . 


. Non-Fiction 
William Hazlett Upson . 


The problems of ‘‘mass”’ 
are common ones. . 


Non-Fiction 


Non-Fiction 


Fiction 


editors 
. held in com- 


Advertiser: Lucky Strike 
Agency: Lord & 
Thomas 
Space: Back Cover 
Attention Value: 
75% better than 
average page 


mon with ‘‘mass’’ advertisers, too. 


things in a magazine help most 
to make it sell ? 


The answer to that will answer 
the advertising copywriter’s ques- 
tion, ‘‘What are the best appeals”’; 
and the advertising space buyer's 
question, ‘‘What is the editorial 
background for mv _ advertise- 
ments ?”’ 


‘‘Big’’ names, fan mail, literary 
talent to the contrary notwith- 
standing— 


A large institutional advertiser 
recently remarked: ‘‘These Gallup 
and White surveys have made me 
realize that what the editor puts into 


his magazine is NOt so important Second Third 
2 ; econ: ir 
SAX} po ; bb 7 Weekly Weekly 
“It’s what the reader takes out!” soak hed shes 
* * * to date 17% 47% 
(Average of White surveys) 


As one will note from a com- 
parative study of these ‘‘best read’’ 
editorial items, people are people 
and any magazine selling in the 
millions must recognize that fact. 


This Week 
(Sept. 24 
issues) 
21 a 
to dat 


Average Page Advertisement 
in Liberty 


246 
}y ba of White surveys) 


Per Cent of Extra 
Persons Noting 


Projection of 
Extra Volume of 
Persons Noting 


ver Over 

Second Third 
Weekly Weekly 
111,043 356,458 
966 235,128 


iber ty © © e America’s BEST READ Weekly 


Advertiser: Hupmobile 


Agency: Lennen & 
Mitchell, Inc. 
Space: Back Cover 


Altention Value: 
71% better than 
average page 


Advertiser: Oldsmobile 
Agency: Campbell- 
Ewald Co. 
4-color 3rd 
Cover 
Altiention Value: 

67% better than 

average page 


Space: 


| os 


Advertiser: Big Ben 
Agency: Batten, Barton, 
Durstine & Osborn, Inc. 
Black & White 
Page 
Altention Vv alue: 
% better than 
average page 


Space: 


Advertiser: Philco 
Agency: F. Wallis 
Armstrong Co. 
Black & White 
age 
Altention Value: 
50% better than 
average page 


Space: 


Ar Fountains. Av Homer 


Advertiser: Coca-Cola 


Agency: D'Arcy Adver- 
tising Co., Inc. 

Space: 2-Color 3rd 
Cover 


Attention Value: 
46% better than 
average page 
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ADVERTISING AGE 


October 8, 1932 


MUTUALS RENEW 
FIGHT FOR BIG 
FIRE PREMIUMS 


Columbus, O., Oct. 4.—Federation 
of Mutual Fire Insurance Companies, 
meeting here last week during the 
Second Annual Mutual Insurance 
Advertising Conference and Exhibit, 
moved unanimously to continue its 
national advertising program. 

An appropriation equal to that of 
last year was voted J. M. Eaton, 
American Mutual Alliance, Chicago, 
in charge for the Federation. Aubrey 
& Moore, Chicago, will continue to 
handle the advertising. National 
Association of Mutual Casualty Com- 
panies, which meets early in Novem- 
ber, will also consider extension of 
its advertising program. 

While two campaigns are con- 
ducted, they are treated as one, be- 
cause of the similarity of interests 
involved. J. J. Barnett, vice-presi- 
dent of Aubrey & Moore, presented 
charts indicating the annual pre- 
miums paid for fire and casualty pro- 
tection aggregate two billion dollars, 
and showing their division between 
stock and mutual companies. 

The advertising conference was 
held in the form of a clinic, at which 
experts discussed specific pieces of 
copy without gloves, telling which 
features they approved and which 
could be improved, and how. 

The exhibit was heralded as the 
largest of the kind ever staged in this 
country, with 100 panels on display. 
First prizes in each class were 
awarded as follows: 


Pick Best Campaigns 


Section No. 1, National Assn. of 
Mutual Insurance Companies: News- 
paper advertising, a co-operative 
Iowa campaign; novelty and remem- 
brance advertising, Farmers Mutual 
Hail Assn. of Iowa; direct mail let- 
ters, Farmers Alliance Insurance 
Co.; institutional printed matter, 
Michigan Mutual Windstorm Insur- 
ance Co. 

Section No. 2, Federation of Mu- 
tual Fire Insurance Companies, Na- 
tional Assn. of Mutual Casualty 
Companies and National Assn. of 
Automobile Mutual Insurance Com- 
panies: 

Newspaper, magazine and trade 
journal advertising, best individual 
piece, Utica Mutual Insurance Co.; 
house organs, Grain Dealers National 
Mutual Fire Insurance Co., Indian- 
apolis; policyholders’ bulletins, Lum- 
bermen’s Mutual Casualty Co., Chi- 
cago; producers’ bulletins, Hardware 
Mutual Casualty Co.; 


Other Classifications 


Direct Mail: automobile insurance, 
Grain Dealers National Mutual Fire; 
compensation insurance, American 
Mutual Liability Insurance Co.; 
other casualty, Lumbermen’s Mutual 
Casualty Co., Chicago; fire and allied 


ADVERTISING EXPERTS PONDER INSURANCE EXHIBITS 


This group, snapped at the Mutual Insurance Advertising Conference 
and Exhibit at Columbus last week, includes, left to right: W. E. 
Jackson, advertising manager, Grain Dealers National Mutual Fire 
Ins. Co., Indianapolis, new chairman of the Conference; L. H. Jones, 
advertising manager, Lumbermen's Mutual Insurance Co., Mansfield, 
O.; Dr. H. H. Maynard, College of Commerce, Ohio State Univer- 
sity, one of the judges; T. T. Frankenberg, publicity counselor, Colum- 
bus, another judge; Martin P. Luthy, assistant vice-president, Lum- 


bermen's Mutual Casualty Co., Chicago, retiring chairman. 


The 


third judge was Gansey R. Johnston, Jr., Columbus Coated Fabrics 
Corp., Columbus. 


lines, Northwestern Mutual Fire In- 
surance Assn., Seattle; 

Sales letters, Lumbermen’s Mutual 
Fire, Mansfield, 0O.; institutional 
printed matter, Hardware Mutual 
Insurance Co., Stevens Point, Wis.; 
loss prevention educational material, 
casualty, American Mutual Liability 
Insurance Co., for most effective 
poster campaign; best safety bul- 
letin, Employers Mutual Liability 
Co., Wausau, Wis.; best individual 
piece, Lumbermen’s Mutual Casualty 
Co., Chicago. 

Other prizes were won by Mutual 
Fire Prevention Bureau, Chicago, 
Federal Hardware & Implement Mu- 
tuals and Northwestern Mutual Fire 
Assn. 


Williams Is Shaken 


The home of Otis Carl Williams, 
head of the Worcester, Mass., adver- 
tising agency of that name, was 
severely damaged by the explosion 
of the bomb which wrecked the home 
of Judge Webster Thayer, Sacco- 
Vanzetti trial judge. The kitchen 
ceiling fell and 17 windows were 
smashed. 


Miss Fehner to Agency 


Helen E. Fehner, formerly with 
Outdoor Advertising Assn. of Amer- 
ica, has been named office manager 
of Neisser-Meyerhoff, Inc., Chicago. 


ot YS) ct 


There is ample purchasing power in the home 
of this 7-year subscriber to Scribner's Magazine 


S. N. P. A. Advertising 
Committeemen Named 


Herbert Porter, Atlanta Georgian- 
American, has been named president 
of the advertising committee, South- 
ern Newspaper Publishers’ Associa- 
tion, by President James G. Stahl- 
man. Other members of the com- 
mittee include: Alabama, Geo. C. 
Biggers, Birmingham News and Age- 
Herald; Arkansas, W. C. Allsopp, 
Little Rock Gazette; Florida, Tru- 
man Green, Tampa Tribune; Georgia, 
Boykin Paschal, Savannah News and 
Press. 

Kentucky, W. Bruce Hager, Owens- 
boro Messenger and Inquirer ; Louisi- 
ana, A. G. Newmyer, New Orleans 
Item-Tribune; Mississippi, W. G. 
Wilkes, Biloxi-Gulfport Herald ; North 
Carolina, Frank Daniels, Raleigh 
News and Observer; Oklahoma, Al- 
bert Riesen, Ardmore Ardmoreite. 

South Carolina, Jack D. Wise, 
Columbia Record; Tennessee, M. G. 
Chambers, Knogrville News-Sentinel; 
Texas, Steve Kelton, Houston Chron- 
icle; Virginia, C. C. Bower, Norfolk 
Virginian-Pilot; West Virginia, Jim 
Shott, Bluefield Telegraph and Sun- 
set News. 


Saffan Named Kirtland- 


Engel Vice-President 


Fred C. Saffan, formerly with Col- 
lege Humor, and previously con- 
nected with Gundlach Advertising 
Co., and Collins-Kirk, has joined 
Kirtland-Engel Co., Chicago, as vice- 
president. James A. Barnes, copy 
chief, has been elected secretary of 
the agency. 

Account of Carter Genemotor 
Corp., Chicago, B battery elimina- 
tors; Fem-Tex Products Co.; Dr. 
Margaret Livingston Co., medicinal 
preparations, and General Trans- 
former Corp., are now being handled 
by this agency. 


Aid Newark Drive 


Eugene W. Farrell, business man- 
ager, Newark Evening News; Henry 
J. Auth, vice-president, Newark Star- 
Eagle; Leopold A. Chambliss, vice- 
president in charge of advertising, 
Fidelity Union Trust Co.; Edgar B. 
Wolfe, United States Advertising 
Corp.; J. S. Lasky, Lasky Co., Inc.; 
and Max Gans, F. N. Sommer Adver- 
tising Agency, have been named 
members of the executive committee 
of Newark, N. J., Community Chest 
drive. 


“News-Bee”’ Rates Cut 


National advertising rates of 
Toledo News-Bee, Scripps-Howard 
paper, have been cut from 24 cents 
to 22 cents a line, effective Oct. 1. 


W.A.G.A. Ends 
Season; Defies 


Wind and Rain 


Chicago, Oct. 5—George Hartman, 
J. L. Sugden Advertising Co., car- 
ried off first low gross honors for 
18 holes with an 86 at the final 
tournament of the season of West- 
ern Advertising Golfers Association, 
held at Exmoor yesterday. Jerry 
Jeran was second with 87. 

A driving rain and cold weather 
kept the scores high. 

Other winners were: first low 
gross, 27 holes, Paul Faust, Mitchell, 
Faust, Dickson & Wieland, and J. N. 
Morency, New York Evening Jour- 
nal, tied. 

First low net, 18 holes, Arthur 
Hayes; second, W. D. Wilson, New 
York Theater Program Corp. First 
low net, 27 holes, R. W. Richardson, 
Liberty; second, S. R. Penfield, Cur- 
tis Publishing Co. 

First low gross foursome, 18 holes: 
S. R. Penfield, J. N. Morency, Arthur 
Hayes, C. E. Pritchard, J. Walter 
Thompson Co.; second, Jerry Jeran, 
C. J. Harrison, Photoplay, Dan Ash- 
ley, Woman’s Home Companion, H. 
G. Schuster, Chicago Daily Times. 

First low net foursome, 18 holes: 
F. E. Crawford, Jr., New York Sun, 
W. D. Wilson, Ralph Niece, Nation’s 
Business, H. K. Clark, New York 
Sun. Second, Paul Faust, Wallace 
and Graham Patterson, Christian 
Herald, J. A. Bender. 


Goble Named President 


First low putts, 18 holes, L. M. 
Bishop, Cosmopolitan Magazine; sec- 
ond, Stewart Cochran. Blind bogey, 
70-80, R. W. Richardson; 80-90, Dan 
Ashley and J. W. Barton, O’Cedar 
Corp., tied. 

Officers for next year, elected after 
the day’s play, are: E. R. Goble, 
Stack-Goble Advertising Agency, 
president; H. G. Schuster, first vice- 
president; H. E. Cole, Crowell Pub- 
lishing Co., second vice-president; S. 
R. Penfield, secretary; Donald D. 
Sperry, Good Housekeeping, treas- 
urer. 

Directors are H. S. Irving, Irving- 
Cloud Publishing Co.; G. R. Cain, 
Swift & Co.; C. B. Goes, Jr., Goes 
Lithographing Co.; H. W. Markward, 
True Story; H. K. Clark; G. H. 
Hartman; R. W. Richardson; Lloyd 
Maxwell, Roche, Williams & Cun- 
nyngham; C. D. Freeman, Popular 
Science Monthly. 


Chambers & Wiswell 
Add Two Accounts 


Advertising of Tarr & Wonson, 
Ltd., Gloucester, Mass., copper bot- 
tom paints, has been placed with 
Chambers & Wiswell, Inc., Boston. 
Direct mail and business papers will 
be used. The same agency will use 
radio and newspapers for Glidden- 
Hyde Co., Boston, Tripletoe hosiery. 

National magazines and radio will 
be added to present newspapers and 
business paper advertising for Tor- 
ridaire Company, Boston, chemical 
heat pads, following appointment of 
Lee & Schiffer, Inc., New York, as 
exclusive distributor to the drug 
trade. 


Peninsula Dailies 


Unite as Group 


The Golden Circle Group has been 
organized by Palo Alto Times, San 
Mateo Times, Redwood City Tribune, 
and Burlingame Advance-Star to co- 
operate in developing market data 
and in providing merchandising serv- 
ices. All of these papers are pub- 
lished on the San Francisco penin- 
sula. 

Horace Amphlett, San Mateo Times, 
is chairman of the group, and A. W. 
Stypes, vice-president, M. C. Mogen- 
sen Co., is executive secretary. 


Name Redfield-Coupe 


Kirk & Aronian, New York, im- 
porters of oriental rugs, have placed 
their account with Redfield-Coupe, 
Inc., New York. 


Burr Joins Dow 
R. A. Burr, formerly with Brown 
& Bigelow, has joined Louis F. Dow 
Co., St. Paul, good will advertising, 
as director of sales promotion. 


CHICAGOANS GET 
REAL SILK HOSE 
BY AIR EXPRESS 


Chicago, Oct. 7.—“‘Fresh silk,” cur- 
rent theme dominating the national 
advertising of Real Silk Hosiery 
Mills, Indianapolis, direct -to-the- 
buyer silk hosiery, was forcefully 
brought to the attention of Chi- 
cagoans today when a shipment of 
Real Silk Hosiery arrived at the 
municipal airport here by air express 
for delivery to the ten local cus- 
tomers of the company who had 
placed the largest individual orders 
last week. 

Pointing out that this is the first 
time that air express has been util- 
ized for the shipment of silk stock- 
ings to consumers, Real Silk is re- 
inforcing its fresh silk argument 
with announcements that 24 days ago 
these same silk stockings were still 
cocoons. 

With the co-operation of American 
Airways and the municipal govern- 
ment, something of a civic event was 
made of the arrival of the “silk 
stocking plane.” Greeter Gaw and 
his official cavalcade of pure white 
automobiles carried the ten fortu- 
nate purchasers to the airport, so 
that they might be on hand to re- 
ceive their shipments in person. 

Following presentation of the pack- 
ages, the buyers were bundled into 
American Airways planes and taken 
for a ride over the city and A Cen- 
tury of Progress grounds. 


Consider Regular Air Deliveries 


Similar “stunt” arrivals of Real 
Silk air express shipments are being 
carried out in other cities from coast 
to coast. While the Chicago appear- 
ance and those scheduled for the 
immediate future are frankly de 
signed as publicity stunts, the com- 
pany is reported to be seriously con- 
sidering development of a system 
which might eventually result in 
many of its orders to larger centers 
being sent routinely by air express. 

The use of the air express in mak- 
ing the shipment to Chicago, and the 
civic welcome given to the plane, 
will be capitalized by the 10,000 Real 
Silk representatives in the United 
States and additional thousands in 
48 countries throughout the world 
as further evidence of Real Silk’s 
policy of delivering “fresher” silk 
to its customers. 

The direct sales of the product, 
orders being filled by the mill only 
when needed, will be strongly em- 
phasized, the point being that this 
merchandising set-up eliminates all 
possibility of stale stock. 

The Chicago celebration was ar- 
ranged by M. D. Durham, Chicago 
branch manager of the company. 
Erwin, Wasey & Company, Chicago, 
handles Real Silk advertising. 


Advertising Urges 
Wealthy to Buy Now 


Each of the 25 Scripps-Howard 
newspapers is publishing a full page 
advertisement addressed to “people of 
means” who may have been limiting 
purchases for fear of “neighborly 
criticism,” urging that purchases be 
made immediately. 

“Every time you buy you create 
employment,” is the headline of the 
advertisement, which outlines the 
number of hours of employment cre- 
ated by the purchase of an electric 
refrigerator, an automobile, a suit 
of clothes, and other items. 


G. E. Has Dishwashers 


General Electric Company has in- 
troduced a new line of domestic dish 
washing machines, featuring “magic 
control” and the “Crum-Cup,” a de- 
vice which catches crumbs and food 
particles. 


Blake Names Franklin 

Advertising of Blake Mfg. Corp., 
Springfield, Mass., flashlights and 
brass and plated goods, has been 


placed with Franklin Advertising 


Service, Boston. Business papers and 
direct mail will be used. 
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October 8, 1932 ADVERTISING AGE 


At Christmas sales soar! The elastic band is ripped off 
the bank roll, dusty, rusty purses are pried open — people 
spend to give! 


The kids get the gifts—good times, bad times, in-between- 
times. Whom do you know that would disappoint a boy 
on Christmas morning? 


Surveys show that readers of OPEN ROAD for BOYS 
Magazine received nearly $3,000,000 in gifts last year. 
Think of it! Three million dollars to be spent all in the 
one month before Christmas. For what? 


Three million dollars spent for merchandise advertised 
in our December issue. Here’s the way it works. The 
December issue of OPEN ROAD for BOYS Magazine is 
a buying guide. Every boy reads every advertisement, 
chooses from this bazaar of gifts— and armed with the 
advertisement starts to work on father and mother, brother, 
sister, uncle, aunt — pleads, teases, persuades and sells, — 
and gets. 


You have only to advertise in the December issue of 
OPEN ROAD for BOYS to make money. You put down 
your money—and pick up your profits. It’s sure fire! 


The money will be spent — $3,000,000. Somebody will 
get the business—it might as well be you. No company 
in business can afford to overlook this sales opportunity. 
The OPEN ROAD for BOYS makes money for its adver- 
tisers—always. The December issue is a gold mine! Wire 
space reservations. 


Note: The Open Road for Boys is one of very few magazines — 
showing advertising gains today. There must be a 
reason. 


“oe EN.BOY, 


BOSTON LOS ANGELES 

E. A. Piller Bo: i, rey MN RENEE Hallett E. Cole 

130 Newbury St. 122 East 42nd Street, New York City 21\8 Haas Bldg. 
CHICAGO 


James T. Carr 
307 N. Michigan Ave. 


How To Make Some Money! 


os : 5 ae 4 ak eee as bee me ety Te eR ee a re z . eR, aes eke 5 rings MCP aa ay as . 2" Fa j a os: tala eee 7 &s ae a wx pers Fee fe 4 eer. Ral Suir > 
OREN «: hgh F: me Ba es es yee al zy ek eae ae ‘ : Se ee ap ee Ree Be s a ee, Se TES Gs peas tate " : kg 4 n ok f Acct ee sie 
et, itp tg maar BERS vere CNRS saroh eames sg ililar tS ict en ere, Pete, SET RN Sire 22 i 5 Wit at a ea Si ee a alias as Reed 2 A gs ak Saas 
: ee re ce 
eee ee 
tee 
; 
| ee : sam 
] | eee TT pa fe ne: 
a TTT . 
or 
be 
Ore 
wie 
| | 
: } ' 
, ) 
:  @ 
, | | 
_ ; 
: | + 
a 
aa 
alee: 
os ae oct sie 
eae 
i at a a ey 
| Se Sit am 
| on Gee 
ig aa ie 
5 | i tae 
Prk eto 
eae ‘ies 
. oe 
ie 
Eels 
Se 
Se ae 
a Pan 
oe 
ee 
Bee Ot aio 
fee te 
fo gee Tay «ae 
tape ties 
| Nea eke 
| Jo aaa 
ie 
| : 
: | | 
' 
) i 
A 
) ee a 
os ere 
: ae ae 
t | an ‘pale Ry 
Nes 
ee: 
om 
) | at 
| : 
{ 
ea ee 
er ae, 
ERE Ot aaah 
Cee ee 
ee 
Pe eee 
| = 
nici a 
{opener e = 
| n (ae 
» | 7 
: 
0 
a } 
y 
i 
| 
, oe 
3 2 a 
, Rhee 
| ina 3 
: ia ae >. ae 
e 
e 
e ae 
a. 
ic 
ne 
ic 
e- 
d 
Bi. 
id ) 
n 
is 
id 
7. 
is Pere > ia Bio es e Set ora ta ee 
a Lpegae a g Bigs ak te aes a A 7 ae: eee Pe Bg et 2 Ae Be 7 5 es oe ees a ; = - 
‘ipa , a2) ee Oe ey = yell eae wae Pes ees ee oe oe Fee ee ee Ps ee ae ee ee 
= fal “a Met z ee es cee : eae sete < oa é ig ee Hi ea Fe eee ; ae 
= aa 7. ee ee of SRN hr a ae ae ee gis e of as Ba paca Saat = oe ee Wee be aor Bee bey a ty he cay ara a oh, a ama 
at eee CE ee Sos ee aa mee ee bo SRR oe ee 75 hoa Te Pe Bey ee ee eee rae ; Ris cieeiies «tua | ee 2 % 
as Eee SORES gic Sr oT a Cane ee a Sicko ale 1) ae Se cee: iid ane 
PR RLS aa ie Le ERM sn ng ge Cre at pare OP” en Seber es OS ar ee ote ae ee pie, Bale ah, i Se OR on mn ORR we oe ies Laem 4 ilies 
fe SA TESS, 75 CRT ame Reg eM ori ae Ohne Pad tote She RRS 8 RR, OLS ee a a a Ng ro os stage ee S| see eR a Ma ea ak arr eae eer min Biel Gace tek MLR lagers eae Oeaage haa ot eae hp ae mn : ar ee a a 
‘ ore 7 it Sa eo? en phere ie ce ive Ses bl ae ee eect oS et ea es tay bey Pst SG NE ee, at $c eae, SEE ties ean Bet a Str 52 Wee Pats te Seyi Mage ite lie at ot, een eee a ee OPS Be ee NP ek eres Ca eee te ee am % ro cE er lie oe eee roy 
ie, ea Rely. ease i a ate gk coe Se ae OL eGo Her ab 2° nthe YE ie Ah a a oe RD CUS ee alin MEME SN Tore ube ke eS! APE 9 Sse Se ost ae Be ec Wee Cette en nenis neg cere ee = BR 4 ¢ , a age ea ere eee py Ee aig it Gee mat gamers ts Se ey 0 is 


ADVERTISING AGE 


October 8, 1932 


PONTIAC POSTER 
WINS HONORS IN 
ANNUAL EXHIBIT 


Lipton’s Tea, Coca-Cola, 
Snowdrift Other Winners 


Chicago, Oct. 6.—The Pontiac 
Division of General Motors Corpora- 
tion won first prize in the third an- 
nual exhibition of outdoor advertis- 
ing art, sponsored by the Chicago 
Advertising Council. This and other 
awards were presented at the open- 
ing fall meeting of the Council, held 
today in the Wedgwood Room of 
Marshall Field & Co., where all of 
the 300 original paintings entered in 
the competition are to be on display 
for the next two weeks. 

The prize winning poster, painted 
by Otis Shepard, New York artist, 
under the direction of Campbell- 
Ewald Company, Pontiac agency, was 
“It’s Spring, Buy a Pontiac.” Ed- 
wards and Deutsch Lithographing 
Co., Chicago, executed the poster. 


Second prize was garnered by 
Thomas F. Lipton, Ine., for the 
poster, “Lipton’s Tea,” which was 


hand painted by Foster & Kleiser 
from the design by W. T. Warde. 

Coca-Cola Company was given the 
third award for its poster of two 
messengers, designed by Haddon 
Sundblom and executed by Forbes 
Lithograph & Mfg. Co., through 
D’Arcy Advertising Company. 

In the three-sheet poster classifica- 
tion, first award went to Southern 
Cotton Oil Company, for its poster 
on Snowdrift, which was designed by 
C. E. Heinzerling, and executed by 
Erie Lithographing Company through 
Fitzgerald Advertising Agency. 

A metal statuette, “Victory,” the 
work of Alfonso Iannelli, noted Chi- 
cago sculptor, was presented to the 
winning companies, duplicate awards 
going to the artists. 


Honorable Mentions 


Honorable mentions went to Gen- 
eral Motors Corporation, “See the 
Big Show,” Campbell-Ewald Co., 
agency, Wm. A. Allured, artist; Gen- 
eral Electric Company, ‘Mother, 
Watch That Food,’ Maxon, Inc., 
agency, Andrew Loomis, artist; Shell 
Petroleum Company, “Made for Each 
Other,” Outdoor Advertising Agency, 
Andrew Loomis, artist; Ritchfield 
Oil Corporation, “It’s New—It’s Bet- 
ter,” Paul Cornell Co., agency, Otis 
Shepard, artist; 


Chevrolet Motor Car Company, 
Campbell-Ewald Co., agency, “So 
Beautiful,’ Bradshaw Crandell, ar- 


tist; “Keep Your Eye on Chevro- 
let,”’ Otis Shepard, artist; “The Great 
American Value,’ James A. Kelly, 
artist; Iodent Chemical Company, 
“Take Your Choice,” Maxon, Inc., 
agency, Andrew Loomis, artist; Ra- 
dio Station WIBO, Chicago, “Pre- 
ferred Position,’ General Outdoor 
Advertising Co., Lyman M. Simp- 
son, artist; Wm. Wrigley, Jr., Com- 
pany, “Inexpensive-Satisfying,” Chas. 
W. Wrigley Co., agency, Otis Shep 
ard, artist. 

Many of the winners, including R. 
H. White, Pontiac advertising man- 
ager, were on hand to receive the 
prizes, which were presented by 
Mark Seelen, of Outdoor Advertising, 
Inc., chairman of the jury of awards. 
An interesting feature was the pres- 
ence of two attractive girls, garbed 
in bellboys’ uniforms, who drew 
back the curtains and presented the 
original design of each prize-winner 
as announcement of the award was 
made. 

Among others who appeared on 
behalf of the winning advertisers 
were J. P. King, Thomas F. Lipton, 
Inc.; A. J. Fario, Coco-Cola Com- 
pany; H. M. Wick, Wesson Oil & 
Sales Company; Tom Kivlan, Station 
WIBO; H. L. Webster, William 
Wrigley, Jr., Company, and Gene 
Zuber, outdoor advertising depart- 
ment, Campbell-Ewald Company. 

The meeting, including entertain- 
ment numbers by Sara Ann McCabe, 


WINNERS IN ANNUAL CHICAGO POSTER ADVERTISING EXHIBIT 
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"A poster once seen, never forgotten, and truly a prize winner," the judges said of the Pontiac poster 
which carried off first prize in the competition. 


With "Lipton's Tea" in bright yellow, the container on the left in bright orange, the one on the right 
in attractive green and the balancing note of color a deep orange, this poster has everything a 
poster requires—simple and strong in color with the message forcibly told, the jury decided in giving 


second place to this entry. 


Sy 


Delicious and Refreshing 


A unique idea done in an excellent manner, the judges decided of the Coca-Cola poster which was 


awarded third place in the competition. "It is both clever 


and human," they said. 


NBC artist, was broadcast over Sta- 
tion WIBO. ’ 

Basil Church, Western manager of 
the Capper Publications, and chair- 
man of the Advertising Council, 
opened the meeting, which was later 
turned over to Burr L. Robbins, 
General Outdoor Advertising Com- 
pany, chairman of the outdoor de- 
partmental of the Council. Mr. Rob- 
bins introduced the speakers, includ- 
ing H. T. Stanton, vice-president of 
the J. Walter Thompson Company, 
Chicago, a report of whose talk is 
given on another page of this issue. 

Comment of the judges on the win- 
ners was as follows: 


“Once Seen, Never Forgotten” 


“It’s Spring—Get a Pontiac.” This 
poster is remarkable in organization 
of its relation with the product. 
Robins have nothing to do with auto- 
mobiles, yet the suggestion of mating 
birds, belonging to each other, also 
suggests that Pontiac and spring- 
time belong to each other. The 
lighthearted singing action adds to 
this appeal. The handling of the 
poster is exceedingly well done, its 
simplicity in thought and copy mak- 
ing it excellent. The coloring is at- 
tractive, having a warm note against 
a cool springtime background. The 
early flowers also are an attraction, 


and the humanizing character intro- 
duced by the hat worn by the bird 
on the left adds distinctly to the 
humor. A poster once seen, never 
forgotten, and truly a prize winner. 


“Everything a Poster Requires” 


“Lipton’s Tea.” This poster has 
everything a poster requires. It is 
simple and strong in color with the 
message presented forcefully. The 
words “Lipton’s Tea” are in bright 
yellow, the container on the left in 
bright orange, the one on the right 
in attractive green, with the balanc- 
ing note of color a deep orange with 
the related reds at the bottom. The 
cup also provides a smart advertis- 
ing appeal. The most dominating 
and daring note in this poster is the 
complete absence of any label, for 
which great credit is due the ad- 
vertiser. 


“Clever and Human” 


“Two Messengers.” This poster is 
both clever and human. The caption 
tells the story of youth’s importance 
to industry, and industry’s need of 
refreshment. The smiling faces and 
the natural postures of the two boys 
immediately excites the imagination, 
while the placing of the product with 
the two bottles so close together cre- 
ates a point of interest which it is 


impossible to miss. The painting of 
the poster is well done, and the name 
of the product and the caption are 
so placed as not to interfere with 
the telling of the story. 


Beautifully Executed 


“Snowdrift.” The reading matter 
of this prize poster, done in dark 
blue and black on a_snow-white 
ground, carries the eye directly into 
the product. The still life is excep- 
tionally well handled, having been 
given the qualities of life and purity. 
The beautifully painted bakery goods 
framing the package portray its use 
most cleverly. 

Judges who selected the winning 
posters in the competition were: 

G. R. Cain, Walter J. Daily, Al- 
fonso Iannelli, Andrew Loomis, Chas. 
McDougall, W. H. Merten, G. R. 
Schaeffer, Mark Seelen, Haddon 
Sundblom, H. Ledyard Towle, and 
E. H. Turner. 


Bolle with Alcorn 


Ted Bolle has joined the Chicago 
office of Franklin P. Alcorn Co., 
newspaper representatives. He was 
space buyer in the H. W. Kastor & 
Sons Co. Chicago office for two years 
and for three years prior to that was 
advertising manager of the Puritan 
Malt Co., Chicago. 


a t 


FOR DELICIOUS 
BISCUIT, CAKE 
ano FRIED FOOOS 


SNOWORIFT 1S MADE OF THE SAME 
FINE OIL AS WESSON OIL 


The judges commended the gen- 
eral handling of this poster, and 
the effectiveness of the still life. 


ELLMAKER BUYS 
‘WOMAN'S WORLD’ 


New York, Oct. 6.—Lee Ellmaker, 
publisher of Pictorial Review, has 
purchased Woman’s World, Chicago, 
from Conant and Gordon Manning, 
sons of Walter P. Manning, who as- 
sumed control of the publication 
fifteen years ago. The publication 
will not be merged with Pictorial Re- 
view, but will be continued as an 
independent venture by its new pub- 
lisher. 


Purchase of the Chicago publica- 
tion marks another step forward in 
the women’s field by Mr. Ellmaker, 
who purchased control of Pictorial. 
Review, Excella Corporation, its sub- 
sidiary, and all other assets of the 
organization, including real estate, 
in January of this year. 


Prior to his purchase of Pictorial 
Review Mr. Ellmaker was executive 
vice-president of Macfadden Publica- 
tions, Inc., and publisher of Liberty. 
Mr. Ellmaker was the founder of 
Philadelphia Daily News and also of 
the Detroit Daily, leaving that pub- 
lication to become publisher of Lib- 
erty. 

In announcing the change in own- 
ership of Woman’s World to national 
advertisers and advertising agencies, 
Conant and Gordon P. Manning said: 

“Fifteen years ago Walter W. Man- 
ning purchased Woman’s World Mag- 
azine. Upon his death we assumed 
control of the Woman’s World prop- 
erties. During these years Woman’s 
World has been published along lines 
which have proven to be fundamen- 
tally sound, namely, a wholesome, 
helpful and inspirational magazine 
for the reader; the rate inviolate to 
the advertiser. 

“While the success of Woman’s 
World has not been of the spectacu- 
lar sort, its steady growth and in- 
creasing popularity over the period 
of the last fifteen years have demon- 
strated its acceptance by the sub- 
scriber. 

“We have sold Woman’s World and 
its properties to Mr. Lee Ellmaker 
of Pictorial Review. 

“Therefore, as we turn over the 
reins of control to the new owner 
and publisher, Mr. Ellmaker, on Oct. 
3, 1932, we do so with the hope and 
conviction, and with his full assur- 
ance, that under his direction Wom- 
an’s World will be able to render an 
even greater service in the years to 
come.” 


“News-Index” Appoints 

News-Index, Evanston, IIll., has 
named Chas. H. Eddy Company na- 
tional advertising representative. 
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Where the traffic flows, 


the money goes! 


a 


IDAIRE 
oa OR the first time in the history of the advertising 

business, it is now possible to take you behind 
the scenes of the great urban markets of America, and 
show you a detailed picture of the traffic flow of these 
communities—which is also the flow of business and 
retail trade. 


Because of the unique facilities established for the 
measurement and analysis of the distribution of traffic, 
General Outdoor Advertising Company is presenting 
to the national advertising field a picture of business 
such as has never before been available. 


Traffic and retail buying are interchangeable terms. You cannot have business without crowds, and you cannot have crowds 
without business. Where the traffic is moving, there goods are moving, too. Through Outdoor Advertising this traffic move- 


ment—the pulse of business in America—is keyed definitely to the advertising presentations of the keenest merchandisers 
of the country. 


And now, in thirty-seven major markets, General Outdoor Advertising Company is able to give the national advertiser a 
vivid, accurate picture of potential consumers in terms of traffic flow and retail buying activity. Distribution channels, 
retail outlets, neighborhood centers, congested areas—all are shown in new and brilliant colors in this scene of market 
activity, built by experts in the study of the traffic and business flow of the country's greatest buying centers. 


Where there is buying activity, there are crowds. Where the crowds are moving, you will find Outdoor Advertising, ac- 


curately keyed to the movement of traffic through scientific measurements of its daily flow in every market center of 
the United States. 


Let us take you behind the scenes—in one major market or thirty-seven. We can 
promise you a new thrill—a new and gripping picture of markets in motion—the 
movement of purchasing power expressing itself constantly in millions of individual buy- 


ing operations, visualized for the first time through this graphic picture of American 
markets in action! 


ee = Loomis i G ‘ ne ra | O u td oor ; Ad ve rt is ] n g Co. Chicago, Ill. 


Operating in thirty-seven major markets 
and over 1400 other cities and towns 
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MORTON'S 
- i 


“We Feel That Our 
Success is Due Largely 


to the Value of Posters,” 


Says 

Mr. C. L. Ostrom, 
Advertising Manager, 
Morton Salt Company. 


“Since entering the West Coast market 
with our Morton blue package we have 
used many different forms of advertising. 
Among others we have had several runs 
of posters. While all of the advertising 
has been of some value to us, we feel that 
our success in securing distribution and 
recognition is due largely to the value of 
the posters that we have booked through 
your Company.” 


The Morton Salt Company is but one of 
many national advertisers who have found 
that the Pacific Coast is an exceptionally 
responsive market and that the Pacific 
Coast public is unusually receptive to 


Outdoor Advertising. 


The reason lies in the fact that Pacific 
Coast resources are many and varied, and 
that its populace, as well as thousands of 
tourists, are out-of-doors the greater part 
of the time. 


Investigate the Outdoor Ad- 
vertising facilities of Foster and 
Kleiser Company in 600 cities 
and towns in California, Ore- 
gon, Washington and Arizona. 


Foster and Kleiser) 
COMPANY 


GENERAL OFFICES: SAN FRANCISCO 


Operating plantsin California 
ashington, Oregon and Arizona 


Offices in New York and Chicago 


DON'T CHEAPEN 
ADVERTISING, 
STANTON WARNS 


(Continued from Page 1) 


business. Can’t we rightfully feel 
that advertising is a profession we 
would cheerfully see our boys and 
girls enter?” 

Advertising may have the same 
difficulties and dangers to avoid and 
overcome as business itself, Mr. 
Stanton continued, pointing out that 
a breaking-down of the moral struc- 
ture, evidenced in lower standards of 
operation, has been one of the worst 
phenomena of the depression. 

“It seems to me,” he said, “that 
business men have tended to lgse 
faith in the old standards, and to 
lose confidence in those things on 
which the prosperity of the past was 
founded. Predictions have been 
freely made of a new era in which 
people must be poorer, things must 
be cheaper and the standards of liv- 
ing which have made this country 
the greatest in all the world must 
go by the board. 

“In the past year I have heard 
those who should know better say 
that price now and from now on will 
be the only law of business, that the 
thing of importance will be how 
cheap, not how good. In my opinion, 
this is bunk. 


Lose Confidence in Quality 


“Rightly or wrongly, however, we 
have seen this new philosophy work- 
ing out in practical form. We have 
seen our stores—our good stores— 
flooded with cheap merchandise, 
with price as the dominant factor. 
We have seen manufacturers tempted 
to lower their standards of produc- 
tion. We have seen a loss of confi- 
dence in the belief that quality can 
justify itself today just as it could 
four years ago.” 

Advertising, too, Mr. Stanton said, 
is in danger of losing its grip on 
fundamentals, and of substituting 
cheapness for real effectiveness. 

“Advertising,” he pointed out, “has 
come through to its great develop- 
ment as a means of bringing real 
worth to the attention of people who 
want it. Advertising would never 
have justified itself—nor can it ever 
justify itself—except on the proposi- 
tion that the standards of living in 
this country are higher than average 
and will always be higher than 
average. 

“Advertising deals basically with 
the thoughts and impulses of people, 
their emotions, their likes and dis- 
likes. A correct appraisal of peo- 
ple’s tendencies is in the foundation 
of effective advertising. I do not be- 
lieve that people have changed. We 
all have less money, but we have the 
same impulses. 


Wants Are Still the Same 


“American business exists only for 
the purpose of supplying the Ameri- 
can people’s wants. I think those 
wants are going to be the same in 
1937 as they were in 1927. 

“But advertising, too, is under 
pressure. Perhaps some of us think 
that we can cheapen advertising and 
sell more of it. Advertising, for- 
tunately or unfortunately, is not 
subject to the same laws as the 
manufacture of a commodity. We 
can’t make it just a little poorer and 
have the results come out in the 
same ratio to the cheapening. Ad- 
vertising either works, or it doesn’t. 


“Do It Right or Not at All’ 


“It must be right for the given 
problem and there must be enough 
of it for the given problem, otherwise 
the loss is complete. There is no 
half-way ground. If we promise 
something we cannot fulfill, there 
is bound to be a day of reckoning. 
Advertising has come to its present 
position on a formula of successful 
operation. Every one of us under- 
stands that within the limits of our 
knowledge of how to administer ad- 
vertising, the formula is fixed. 

“There can be no new dimension. 
We must continue to use our adver- 
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- Motion Pictures =} 3% foo 
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ptm by, 


Mr. Stanton exhibited this chart 


to prove that advertising volume 


has held up better than that of business in general. 


tising tools as we have learned to 
use them. We cannot go beyond 
their capacity. We expect to make 
progress, yes; we must learn to be 
more effective; we must continuously 
expect to give greater value through 
better performance. But advertising 
must be rightly done, or not done at 
all.” , 


Ohio Select List 
Elects Officers 


Roy D. Moore, Brush-Moore Syndi- 
cate, Canton, was elected president 
of Ohio Select List at its annual 
meeting in Columbus. C. A. Rowley, 
Ashtabula Star-Beacon, is vice-presi- 
dent, and C. H. Spencer, Newark Ad- 
vocate, secretary. 

Directors are: R. C. Snyder, San- 
dusky Register; Gordon K. Bush, 
Athens Messenger; E. A. Neutzen- 
holzer, Massillon Independent; E. S. 
Myers, Middletown Journal; T. S. 
Moorehead, Cambridge Jeffersonian; 
and A. A. Hoopingarner, Dover Re- 
porter. 


Sloan to Command 


Advertising Post 


Charles M. Sloan, head of his own 
agency, was elected commander of 
Advertising Post, American Legion, 
Chicago, Oct. 3. Charles C. Greene, 
Carroll Dean Murphy, Inc, was 
chosen vice-commander. Oscar C. 
Rose is second vice-commander; Ed- 
ward K. Smith, third vice-com- 
mander; Jay H. Brown, adjutant, 
and Sheridan T. Winter, treasurer. 

Six directors were elected: Wil- 
liam O. Bausch, John T. Evans, Ed- 
win H. Felt, Dr. L. Robert Mellin, 
John R. Robinson and Carl E. 
Thorsen. 


Wilson Named Head 
of New Orleans Club 


Flint Wilson was elected president 
of Advertising Club of New Orleans 
at the annual meeting. John W. 
Murphy is vice-president, Adrienne 
Schaeffer, secretary, and Margot 
Burvant, treasurer. 

Directors are Ralph Dwyer, Ted J. 
Fontelieu, Edward M. Palmer, Jules 
Paglin, J. H. Stevens, E. Davis Mc- 
Cutcheon, Maria de hoa LeBlanc, 
James I. Smith, W. T. Harter, Wal- 
ter Saussy and G. B. Leverich. 


Shewell to Conover 


G. D. Shewell, Jr., formerly man- 
ager of the Boston office of Outdoor 
Advertising, Inc., and prior to that 
with General Outdoor Advertising 
Co., Philadelphia, has joined S. A. 
Conover Co., Boston, as account 
executive. 


Fry Tours Coast 


Wilfred W. Fry left this week for 
a two weeks’ tour of the Pacific 
Coast. He addressed the American 
Bankers Association convention at 
Los Angeles Wednesday, and has ac- 
cepted several other speaking en- 
gagements in Coast cities. 


Aetna Opens School 


Aetna Casualty & Surety Co., Hart- 
ford, Conn., opened the second of a 
series of training schools for cas- 
ualty producers this week under 
direction of Field Supervisor A. E. 
Redding. 


Schuler in Cleveland 


Loring A. Schuler, editor Ladies’ 
Home Journal, was the speaker at 
a public meeting Oct. 4, sponsored 
by Euclid Avenue Fine Shops & 
Theaters, Inc., Cleveland. Household 
buyers hold the key to good times, 
he asserted. 


MOVIES 


makes sales 


Motion Pictures are part 
of the Promotional Plan 


N every business there is 

action, interest, romance 
—geod selling points that 
movies can vitalize and turn 
into sales. Pictures put life 
and reality into your story— 
they bring out compelling facts. 
With sound, your movie offers 
a complete, planned selling talk 
which compels attention and 
convinces, 


Such a presentation will take 
your story to consumer, to 
salesman, to dealer, with as- 
surance that it will receive in- 
terested consideration. 


Pathescope experts plan and 
create successful business-get- 
ting films. Get the facts. 
Write or telephone for our free 
booklet, “Making Sales With 
Motion Pictures.” 


The Pathescope Company of America 
33 West 42nd Street, 
Telephone: LOngacre 5-3185 


| 
Still Films 
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ARTHUR H. OGLE 
JOINS NEEDHAM, 
LOUIS & BRORBY 


Chicago, Oct. 6—Arthur H. Ogle, 
merchandising manager and adver- 
tising director of Bauer & Black, Chi- 
cago, will join Needham, Louis & 
Brorby, Inc., Chicago advertising 


Arthur H. Ogle 


agency, as vice-president and part- 
ner, taking over his new duties the 
latter part of this month. 

Needham, Louis & Brorby, Inc., 
was recently named as the agency 
for Bauer & Black, handling the en- 
tire account, including such well- 
known advertised specialties as Blue- 
jay corn-plasters, Handi-Tape, Pal 
and Bike athletic supporters and the 
Cotton Picker. 

Mr. Ogle is one the best known 
advertising executives in the coun- 
try. He spent several years with 
Erwin, Wasey & Company in Chi- 
cago, and later became managing di- 
rector of the Association of National 
Advertisers, with headquaiters in 
New York. His work with that or- 
ganization was outstanding. The 
studies of advertising mediums in- 
stituted under his direction estab- 
lished a policy which attracted much 
interest and support from national 
advertisers. Mr. Ogle was with the 
A. N. A. from 1926 to 1929, leaving 
that post to join Bauer & Black. 


Duties Broadened 


His work as advertising director 
for Bauer & Black was so success- 
ful that his duties were broadened 
and his responsibilities increased by 
the addition of the title of merchan- 
dising manager. In that work he 
developed a program for closer co-or- 
dination of selling and advertising, 
in which the advertising plan was 
used and capitalized successfully by 
Bauer & Black salesmen. He is one 
of the recognized authorities in the 
drug merchandising field. 

Mr. Ogle has been an unusually 
effective and sought-after speaker on 
advertising topics, and has addressed 
many of the leading advertising or- 
ganizations of the country. He is 
noted especially for his practical 
grasp of advertising as a selling tool, 
and has constantly emphasized the 
necessity of a carefully organized 
follow-through to make it successful. 

Maurice H. Needham is president 
of Needham, Louis & Brorby, Inc. 


Rodgers to Speak 


John M. Rodger, western manager, 
McGraw-Hill Publishing Co., will 
8peak on the publisher and his 1932 
circulation policies at the first fall 
meeting of Chicago Business Papers 
Assn., Oct. 10. 


Jenny Wren Appoints 


Advertising of Jenny Wren Flour 
Co, Kansas City, Mo., has been 
Placed with Loomis-Clapham-Whalen 
Company, Kansas City. Newspapers 
on the Pacific coast and in the mid- 
dle west are being used. 


Columbus Advertising 
Club Committees Named 


Committee chairmen of Columbus, 
O., Advertising Club were announced 
by Paul E. Buehler, president, at the 
opening meeting of the season. Chair- 
men include: 

Program, Arthur R. Weed; pub- 
licity, J. E. Humphreys; entertain- 
ment, Tom L. Wheeler; attendance, 
Paul P. Blackwell; education and 
promotion, W. O. Dunson; exhibit, 
Leo M. Kreber; Chamber of Com- 
merce advertising, G. R. Johnston. 


Lavy Starts Agency 


Mickey C. Lavy, formerly advertis- 
ing manager of Universal Mills and 
business manager of Texas Independ- 
ent, has started Independent Adver- 
tising Agency, Trinity Life Bldg., 


Ft. Worth, Tex. 


“‘Hard - Boiled”’ 
Banks Defended 
In Advertising 


Detroit, Oct. 6—First National 
Bank this week used large news- 
paper space to publish a statement 
signed by Wilson W. Mills, chairman 
of the board, defending “hard-boiled 
banks.” 

Admitting that some of the talk 
about banks which are not as liberal 
as they are expected to be in extend- 
ing credit may be justified, the copy 
says: 

“But remember one thing. The 
so-called ‘hard-boiled’ banks are the 


banks which are still doing business 
at the same old stands. They are 
the banks which have withstood eco- 
nomic disasters, are still safeguard- 
ing the money of their depositors, 
are still co-operating with sound 
business.” 


Pointing out that loans must be 
held down to a certain percentage 
of deposits, and that deposits have 
shrunk in the past three years, the 
statement continues, “This doesn’t 
mean that this bank isn’t making 
commercial loans at the present 
time. It is. It has authorized large 
lines of credit—it will continue to 
do so to responsible customers. 

“This does mean that no bank— 
even at the risk of being called hard- 
boiled—should be expected to devi- 


ate in any way from the basic, ele- 


mental principles upon which the 
credit structure of banking rests.” 

The closing paragraph of the ad- 
vertisement held a veiled invitation 
to depositors. “No bank can be a 
‘one-way bank’”, it said. “It can- 
not make loans without commen- 
surate deposits.” 


Handles Radio Only 


Zinn & Meyer, Inc., New York, 
previously reported as handling 
newspaper and radio advertising of 
Baume Bengue, is handling radio 
advertising only on this account. 


Issues Directory 
The Directory number of Hard- 
ware Age, New York, containing a 
classified directory of hardware 
manufacturers, has just been issued. 


Concentrate 


your 


ADVERTISING EFFORTS! 
Cover the GREAT AKRON MARKET 


Through the 


AKRON BEACON JOURNAL 


Growth of AKRON DRY GOODS CO. Proves 


First in AKRON / 


CIRCULATION 
Period Ending Sept. 30, 1932 


AKRON BEACON JOURNAL 


65,831 tines 


SECOND PAPER 


38,152 ines 


Complete, Economical Coverage of this Out- 
standing Daily. 


HERE IS AKRON DRY GOODS CO.’S OWN STATEMENT 


LEADS 205009 nes 


TOTAL ADVERTISING 
(FIRST 9 MONTHS OF 1932) 


AKRON BEACON JOURNAL 


8,906,094 tines 


SECOND PAPER 


9,161,934 snes 


September 22, 1932. 


The opening of our new Men’s Shop prompts me to express 
myself regarding the part the Beacon Journal has played 
in the growth of the Akron Dry Goods Co. 


Since 1925, when we became exclusive advertisers in the 
Beacon Journal, we have increased our floor space from 
43,500 square feet to 114,000 square feet, with a corre- 
sponding increase in volume of business. 


I know of no 


better tribute to results of Beacon Journal Advertising 
than to say that The Beacon Journal alone has carried our 
message. We are proud of our growth and appreciative of 
the part The Beacon Journal has played in it. 


Sincerely yours, 


J. H. Vinenere, 


Pres. Akron Dry Goods Co. 


Beacon 


ita.) 444,160 uines 


GREATER 
CIRCULATION! 


SUPERIOR 
READER INTEREST ! 


MORE CUSTOMERS 
PER DOLLAR ! 


Dayton News* 


AKRON BEACON JOURNAL....... 
Columbus Dispatch* 


Cleveland Press ... 


First in Ohio! 


The importance of Akron as a Major Ohio Market is proved by the 
fact that Akron’s leading newspaper carried more advertising the 
first nine months of 1932 than did the leading newspapers in Colum- 
bus, Dayton, Cleveland or Cincinnati. 


Total Total 
Display Advertising 

Linage Linage 
7,564,824 8,906,094 
(hee bed Oba Sek be 7,273,004 8,844,619 
}otenge standin ear eee 6,800,548 8,132,551 
jae he xara wall ‘ 6,490,090 7,789,241 
6,423,238 7,332,207 


*Seven Days. All Figures from Media Records. 


AKRON BEACON JOURNAL 


A Metropolitan Newspaper in a Highly Responsive Market 
Represented by 


STORY, BROOKS & FINLEY 


Member A. B. C. A. N. P. A. 


Major Market Newspapers, Inc. 
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DEPRESSION de- 
mands media that 
produce. Perhaps 
that's why this is a 
banner year for 
dealer display. Ask— 


INC. 


EINSON-FREEMAN CO. 
LITHOGRAPHERS 


NEW YORK... Starr & Borden Aves., Long Island City 


a cscs cnccnnpaned Wrigley Building 
Bos 


TON, MASS........ 302 Park Square Building 


Advertising e Anything 


OS CoA Jhettine.o. 


Advertising Agency 
Worcester, Mass. 


BEST BY COMPARISON 


“AJA X= 


PHOTOSTAT 
COPIES __} 


== LET VS SERVE YOU a= 


_ 33 W.ADAMS ST. CHICAGO ] 


FOR THOSE WHO 
</uKe THEIR CAR- 

1.) TOONS WITH LOTS 
AN OF SPIRIT, CALL 
Sid 

HIK 

ADVERTISING CARTOONS 


HARRISON 3200 
29 QUINCY ST. 
CHICAGO 


Anytime Anywhere 


Rickard Moves Office 


General offices of Rickard and 
Company have been moved to 330 W. 
| 42na St., New York. 


| e MCW 


purchasing power! 


Iowa ranks second among 
the states in butter produc- 
tion, selling 220,000,000 
pounds annually. The re- 
cent 5c a pound increase in 
butter fat prices gives 
Iowans a huge new pur- 
chasing power! Get your 
share through the state- 
wide circulation of The 


@ Des Moines 
Register and Tribune 


245,241 Daily 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK : 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


LAYOUT FORMS 
INFRINGEMENT 
CHARGE BASIS 


> 


St. Louis, Mo., Oct. 6.—Declaring 
that a copyrighted advertisement is 
infringed if the arrangement of ma- 
terial, illustrations and language is 
borrowed so as to “create substan- 
tially the same composition in sub- 


stantially the same manner,” al- 
though the illustrations and text 
may not be identical, U. S. Circuit 


Court of Appeals here has reversed 
the decision of a lower court in the 
case of Benjamin Ansehl, president, 
Benjamin Ansehl Company, “Vivani” 
toilet articles, vs. Puritan Pharma- 
ceutical Company and Beecher-Cale- 
Maxwell, Inc. 

The suit was based upon a particu- 
lar advertisement of Vivani prod- 
ucts, which was copyrighted, and 
which it was alleged was closely imi- 
tated in an advertisement of the de- 
fendant. 

The fact that the identical lan- 
guage or the identical illustrations 
were not used will not justify the 
appropriation of the copyrighted ar- 
ticles, the court held. “Paraphrasing 
or copying with evasion is an in- 
fringement, even though there may 
be little or no conceivable identity 
between the two.” 


Could Appropriate Idea 


“In this case, the plaintiff's copy- 
right did not protect his ideas for 
an advertisement, but it did protect 
his illustration and expression of 
those ideas in pictures and language. 
The defendants might appropriate 
the ideas and express them in their 
own pictures and in their own lan- 
guage, but they could not appropri- 
ate the plaintiff's advertisement by 
copying his arrangement of material, 


# 


used. 


3..The Judges 


4. 


Billboards proper are 10’ 


three years old, fire proof and 


e Contest Rules e 


, Contest now open; closes November Ist, 1932, and decision will be an- 
nounced by November 15th, 1932. 


2 - For the best billboard design for the Roger Smith Hotels, submitted in 
accordance with the specifications in this announcement the sum of $50.00 
will be paid. The Roger Smith Corporation also agrees to pay for any design 


will be.... 


Hugh Ferriss, 101 Park Ave., New York, leading architectural artist. 
Alfred Kastner, 501 Lexington Ave., New York, winner of the Kharkor competi- 
tion and second prize in the Palace of the Soviets competition. 


W. R. Needham, President of Needham & Grohmann, Incorporated, 11 West 
42nd St., New York, advertising agency specializing in hotel advertising. 


, Designs or inquiries relative to the contest should be directed to O. A. 
deLima, President, Roger Smith Hotels Corp., Hotel Winthrop, 47th St. 
& Lexington Ave., New York. Telephone WIckersham 2-1400. 


e Specifications e 
6” high by 39’ long. 


modern. 


for billboard design for 
Roger Smith Hotels 


Including frame they are 12’ high by 42’ 
long. They are illuminated at night by floodlights which flash on and off. The wording on the 
designs will be “Roger Smith Hotels,” “Stamford and White Plains,’ “Rooms $2 to $3 single” 
and such optional phrases as “Outdoor Dining,” “Popular Priced Restaurants.” 
The Roger Smith in Stamford is distinctly colonial in 
type. The billboards are repainted in March, July and November and designs submitted may be 
with any of these seasonal repaintings in mind. 


The hotels are 


his illustrations and language, and 
thereby create substantially the same 
composition in substantially the 
same manner, without subjecting 
themselves to liability for infringe- 
ment. 

“Had each of the two advertise- 
ments been an original production 
and their similarity a mere coinci- 
dence, there would have been no in- 
fringement of the plaintiff's copy- 
right,” the court’s opinion continued. 
“But since the motion to dismiss 
concedes that the similarities which 
have been pointed out were the re- 
sult of the use by the defendants of 
the plaintiff's advertisement, it neces- 
sarily follows that the defendant’s 
advertisement did infringe the plain- 
tiff’s copyright.” 

The Vivani advertisement was a 
full newspaper page containing a 
photograph of eight Vivani products 
with the trade name on them. The 
headline said, “The Greatest Sou- 
venir Ever Offered. (This Advertise- 
ment Will Not Appear Again!)” In 
the upper right hand corner was a 
large “99c”. Also included were a 
certificate or coupon, a description 
of each of the eight products, and a 
list of dealers. 

The alleged infringing advertise- 
ment, of approximately the same 
size, included a photograph of 10 
products labelled “Milaire,” and the 
layout was similar to the first ad- 
vertisement, “99c” appearing at the 
right, and a coupon and descriptive 
material at the bottom. The head- 
line of the second advertisement 
was, “An Extraordinary Offer That 
May Never Be Repeated.” 


“Public Ledger,” 
“Inquirer” Cut Rates 


Philadelphia Inquirer has cut its 
daily rates from 50 to 47 cents a 
line, Sunday rates from 75 to 72 
cents, and daily and Sunday from $1 
to 97 cents. Philadelphia Public 
Ledger has reduced morning and 
evening rates from 45 to 42 cents; 
Sunday from 75 to 65 cents; morn- 
ing and evening combined from 65 
to 62 cents; morning or evening and 
Sunday, combined, from 95 to 85 
cents, and morning and evening and 
Sunday, from $1.30 to $1.10. 

New rates for use of the two pa- 
pers in combination have also been 
set. 


Dolan, Scott, Connell 
Talk at Electrical Meet 


Louis Dolan, sales promotion man- 
ager, Westinghouse Electric & Mfg. 
Co.; Paul A. Scott, general sales 
manager, Maytag Washer Co.; and 
G. W. Connell, National Electric 
Cookery Council, were among the 
speakers at a dinner of Electrical 
League of South Jersey in Camden 
last week. 

The electrical trades conducted 
the most intensive advertising and 
selling campaign in their history last 
year, the league was told. 


Bank Paper Sold 


Ralph W. Moorhead, for ten years 
editor of De Puy Publications, in- 
cluding Northwestern Banker, Iowa 
Bank Directory, and Central West- 
ern Banker, has been appointed as- 
sociate publisher, and Henry A. 
Haynes has been named editor. Mid- 
Western Banker of Milwaukee, one 
of the group, has been sold to Donald 
H. Clark of St. Louis. 


Chilcott Is President 


of Maltine Company 


J. C. Chilcott, who joined the Mal- 
tine Co., New York, in 1928 as vice- 
president in charge of sales after 
many years with N. W. Ayer & Son, 
has been made president. 

The post includes the presidency 


of affiliated companies, including 
Certifoods, Inc., packers of sieved 
vegetables. 


Packer Jeine Oil Group 


C. E. Packer, at one time with 
Williams and Cunnyngham and pre- 
viously technical editor of Automo- 
bile Trade Journal and Motor Age, 
has been named publicity director of 
Pennsylvania Grade Crude Oil Assn., 
Oil City, Pa. 


Politics Interests Seed 


Allen H. Seed, Jr., vice-president 
of S. S. Koppe & Co., New York, 
newspaper representatives, has been 
named chairman of the Eastern divi- 
sion of the National Young Repub- 
lican League. 


Direct-to-the-Home 
Sampling & Distribution 


Now, in the Chicago Market. 
Big 4 Advertising Carriers are 
distributing 


1,500,000 


RALSTON WHEAT CEREAL 


Breakfasts for Growing Children 
in Selected Home Areas 


Let us tell you how we can give you 
this same intelligent and selective covy- 
erage of your market with either your 
advertising or samples of your product. 


Big 4 Advertising Carriers 


20 E. Eighth St. Chicago 


TO -DAY'S 


GREATEST VALUE 


CCORDING to the in- 

creasing number of new 
names on our customer ledg- 
er, a lot of people have dis- 
covered that “depression 
prices” were very poor bar- 
gains. There is space re- 
served on these pages for 
you, and we invite you to 
take advantage of the quality 
and service offered by Chi- 
cago’s largest photo-engray- 
ing organization. 


Jahn & Ollier Sagaieg ©, 
Telephone MONroe 7O8O 


817 W.Washington Boulevard 
cwtintes «6 


Industrial Advertising 


demands a peculiar 
quality in type and 
illustration. More than 
advertising in other 
fields, that quality is 
“force” =the power of 
machines, the power of 
industry, expressed in 
type and type faces 
and type layouts..... 
Pittsford typography 
gives it to you. 
* 
BEN C. PITTSFORD CO. 


A dvertising 
T ypographers 


605 South Clark Street - Chicago 


Wabash 0-5-8-5 
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1 PART SKILL, 
3 OF CHANCE, 
MAKES SUCCESS 


New York, Oct. 6—Good advertis- 
ing today is made of a dash of skill 
and three jiggers of chance, S. H. 
Giellerup, of Marschalk & Pratt, Inc., 
told the general session of the Di- 
rect Mail Advertising Association 
here this morning. 

“Contrary to general belief, any 
competent advertising man cannot 
tell in advance whether one adver- 
tisement will be more successful 
than another,” he said. “No man 
knows the likes and dislikes of 
enough people to predict the prefer- 
ences of millions whom he has never 
seen. 

“The advertiser who relies on his 
own judgment or on the judgment 
of one or more advertising men is 
taking a bigger gamble with his ap-- 
propriation than if he took it out 
to the race track. The man who 
stakes his money on untested adver- 
tisements, hasn’t even a dope sheet 
to go by. All judgment isn’t worth- 
less, yet luck will always be a bigger 
factor than skill.” 

Mr. Giellerup said that, while re- 
sults from any one of the various 
methods of testing copy were incon- 
clusive in themselves and must be 
interpreted in the light of other 
factors requiring good analytical 
thinking, advertising men generally 
were exhibiting backwardness in put- 
ting tests to practical use. 


Urges Reliance on Testing 


“No business or profession will 
change its habits without a 
struggle,” he explained. ‘“Further- 
more, too many geniuses feel their 
pet theories may be exploded by test 
reports. 

“Testing is dangerous to organiza- 
tion discipline; the cub’s idea might 
prove better than the chairman of 
the board’s. It’s an admission that 
advertising men have been groping 
around in the dark all these years. 
It tends to reduce advertising to a 
formula, which is highly distasteful 
to any self-respecting advertising 
man. Most important of all, testing 
involves a lot of good hard thinking. 

“Men who write advertisements 
can’t pre-judge their effectiveness 
because they are born the wrong sex, 
live the wrong kind of lives, have to 
struggle with a lot of technical con- 
siderations which blind them to 
fundamentals, and must yield their 
real opinions to associates of 
stronger personality or superior au- 
thority. Except for that, there is 
nothing to hamper them. 

“Advertising is written and ap- 
proved by men whose incomes put 
them in the top five per cent, men 
who work in big cities, who live in 
smart suburbs and whose viewpoint 
is colored by their own daily routine. 

“Their copy is addressed to an- 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


To the advertising executive who 
controls accounts but is not making 
the money he feels he is entitled to, 
we can make an attractive proposi- 
tion. 

This ad is placed with the knowl- 
edge of every man in our organiza- 
tion. Box 151, ADVERTISING AGE, 
Chicago. 


Wanted—Free lance writer to sup- 
Ply monthly special articles and 
news in New York City. Also names 
of writers in all cities over quarter 
Million, except Chicago, for future 
Special assignments. Address Broad- 
cast Advertising, 440 S. Dearborn 
St., Chicago. 


other world. There are 50,000,000 
Americans living in homes without 
a bathroom. There are 30,000,000 
adult males who have never worn a 
dinner coat; 30,000,000 wives who do 
their own washing; 100,000,000 men, 
women and children who have never 
played a round of golf.” 

Business men generally, as well 
as advertising practitioners, were in- 
cluded in Mr. Giellerup’s indictment. 


Business Men Included 


“Every man in business, whether 
he can create advertisements himself 
or not, secretly believes he has God- 
given critical ability—an unerring 
instinct for spotting exactly what’s 
wrong with an advertisement and 
supplying the remedy,” he said. 


ad-makers often run afoul of asso- 
ciates who aim to have a hand in 
the campaign also. It’s so much 
easier to let the other fellow have 
his way, and the net result is a series 
of compromises, with the poor copy- 
writer trying to persuade himself 
that it may be for the best after all. 
So a committee of artists paints the 
picture.” 

Mr. Giellerup tempered his criti- 
cism of advertising men by making 
allowance for the press of circum- 
stances and the demands of the craft. 

“Good typography and_ illustra- 
tions help,” he said, “and we can’t 
be blamed for trying to get them. 
Since we are by no means typical 
readers, we are much more conscious 
of technical excellence. 

“After we have been on the job 


habits of expression. One man must 
enclose every headline in a _ box. 
Another must have balloons in every 
picture. Some develop complexes 
for photographs with an army corps 
of models. Others build phobias 
against long copy, or short copy, or 
script headlines. 

“All these pets and hates distort 
our judgment and focus our atten- 
tion on non-essentials. They com- 
press our creative faculties into nar- 
rower molds and make us less sym- 
pathetic to new ideas.” 


Pierce Opens Office 


MacDonald H. Pierce, for ten years 
with United States Advertising Corp., 
Toledo, has opened an office at 336 
Bulkley Bldg., Cleveland, as a spe- 
cial representative in the business 


Victor Introduces 


New Projectors 


Victor Animatigraph Corporation, 
Davenport, Ia., has introduced a new 
series of motion picture projectors, 
featuring three improved models. 

The company has taken over the 
manufacture and sale of Simplex 
Film Cleaner, heretofore manufac- 
tured by H. M. Reynolds. 


Publish Register 


The ninth annual edition of Kan- 
sas City, Mo., Social Register, in- 
cluding 1,500 names, has just been 
published. 


Advertise Insurance 


Northwestern National Life Insur- 
ance Co., Minneapolis, has placed its 


“The clear thinkers and shrewd|a few years, we tend to develop | paper field. 


Minneapolis. 


THE BUSINESS WEEK 


The Journal of Business News and Interpretation 


October 5, 1932 


Are You Ready? 


THE simple prospect of business recovery of any 
kind has become so pleasant to contemplate 
after these three years of depression that few 
business men have stopped to ask themselves 
what sort of recovery it is likely to be and how 
they can best prepare themselves for it, or 
against it. Yet every forecast of business im- 
provement that beautifies the front page these 
days carries with it a concealed challenge to the 
insight and foresight of business executives in 
every field. 

It has already become fairly clear that this 
recovery is not going to be just any kind, but 
something that can be described pretty precisely, 
and that is not necessarily going to be pleasant 
for everybody. The chances are that the world 
that will rise out of the waters of the long liqui- 
dation will be much the same old cockeyed 
world, operating in the same old spirit of keen, 
throat-cutting competition, only much more so. 
So far as we can see, nothing in the basic pattern 
of business life and conduct in this country has 
been altered by the depression; but everything 
in it will probably be greatly intensified in the 
period that lies ahead, no less the vices than the 
virtues of our insane economic system. 

Its instability will be more marked; the next 
boom bigger when it comes, and the next de- 
pression deeper, as indeed seems to have been 
true of each succeeding cycle in our history. The 
shifts of industries and trades as new needs and 
desires develop, and as the callous ingenuity of 
science presses on to meet them, will be speeded 
up, shuffling some off the stage and as suddenly 
lifting others into the limelight. Change, inces- 
sant change in the passing details of the busi- 
ness picture, but beneath all the shifting scene 
the rule of the game will remain as always, with 
the battle to the strong and the race to the 
swift. 

So far as this country is concerned, and during 


the next period of business expansion, we shall 
not be ready for any other game or any other 
rule, though no doubt orators at business con- 
ventions will continue to argue the sweet rea- 
sonableness of cooperation and the desirability 
of revising the anti-trust laws, while the clois- 
tered liberals will keep on contemplating the 
celestial mysteries of economic planning. 

This stern principle of survival of the fittest is _ 
likely to be enforced by certain fundamental 
economic factors which the foresighted business 
man will face. First is the probability of a per- 
manently low commodity price level, barring 
another war-inflation. Although recovery will 
bring some temporary improvement in commod- 
ity prices, there is nothing in the picture that 
promises any return to price levels such as we 
have seen in the past twenty years, especially for 
manufactured products. Second, and in sharp 
contrast to this prospect, is the practical cer- 
tainty of rising wage levels under the inescap- 
able pressure of constantly expanding produc- 
tivity of industry and necessity of selling the 
product. 

These two factors will force every far-sighted 
business concern to find for itself a sharper set 
of teeth for the bloody battle that is bound to 
be fought for a bite of the consumer’s dollar. 
Cost-cutting equipment, improved facilities for 
every phase of production and distribution, and 
aggressive ingenuity in development and mar- 
keting of new products will be the price of 
survival. 

The slow-witted and the penny-wise, pound- 
foolish in every field will fall by the wayside 
when the struggle starts. Only those who are 
willing and able to fight every inch of the way 
with cheaper, better products and more power- 
ful sales effort are likely to win. Recovery will 
be welcomed by all, but it will be no bed of 
roses for any. 


Published weekly by the McGraw-Hill Publishing Company, Inc. 

330 West 42nd St., New York City. Tel. MEdallion 3-0700. 
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SURVEY REVEALS 
BEST COPY, ART 
APPEALS OF ’32 


Advertising “More Effective 
Now, D. M. A. A. Hears 


New York, Oct. 7.—All advertising 
is more effective in securing an 
audience now than it was last year. 

Black and white advertisements 
have relatively greater attention 
value now than they had last year. 

Direct utilitarian copy appeals get 
more attention now than they did 
last year. 

Advertisements containing photo- 
graphs of people rank highest in at- 
tention value. Those with no illus- 
tration are lowest. 

Readers are more interested in 
automobiles, clocks and watches, and 
food products now than they were 
last year. 

These are the conclusions reached 
from the reader interest surveys 
conducted by Dr. George Gallup and 
Percival White, Inc., for Liberty, 
Carroll Rheinstrom, vice-president, 
Liberty Publishing Co., told Direct 
Mail Advertising Association today. 

The analysis, indicating the parts 
played by basic copy appeal, illustra- 
tion, type of product, and the use of 
color, is based on the attention get- 
ting power of full page advertise- 
ments which appeared in Liberty, 
Collier’s, and Saturday Evening 
Post. 

Six basic copy appeals were found 
to have increased their “stopping 
power” in 1932, as compared with 
1931, Mr. Rheinstrom reported. 

Appeals to ambition moved up 
from a below average position in 
1931 to 12 per cent above average for 


men, and 47 per cent above average 
for women. 

Health appeals, although still be- 
low average in stopping power, 
showed a decided improvement in 
standing. 

Appeals to vanity (including only 
advertisements which tend to in- 
crease the reader’s sense of well- 
being) moved from sixth to fourth 
place in popularity with men, and 
from second to first place with 
women. Advertisers did not sense 
this trend, however, Mr. Rheinstrom 
commented, since the number of ad- 
vertisements stressing this type of 
appeal dropped in rank from ninth 
to twelfth place. 

Novelty appeals, although still be- 
low the average, showed definitely 
increasing strength with women in 
1932. 

Efficiency appeals jumped from 19 
per cent below average stopping 
power for men to seven per cent 
above average this year, and from 
88 per cent below average for 
women to eleven per cent above 
average. 

Economy, or price advertising, al- 
though still below average in stop- 
ping power, jumped from 13 per 
cent below for men and 38 per cent 
below for women to ten and eleven 
per cent below, respectively. Adver- 
tisers, however, apparently discour- 
aged by poor returns from this type 
of copy in 1931, when it ranked high 
in frequency of use, have cut down 
its use until it now ranks fourth. 


Relative Standings Drop 


Four basic appeals, which might 
be analyzed as less utilitarian than 
the preceding six, maintained ap- 
proximately the same stopping power 
in both years, but dropped in rela- 
tive standing because of higher stop- 
ping power of all advertising dur- 
ing 1932. 

Appeals based on emulation, with 
approximately the same _ stopping 
power in both years, dropped from 
above average to a below average 
position, as did appeals based on 
fear. Yet advertising stressing the 


latter appeal increased numerically 
from sixth to third place during 
1932. 

Sex, or romantic appeals, are still 
strong pullers for both sexes, but, 
maintaining the same level in both 
years, their relative effectiveness 
dropped sharply in 1932. Although 
34 per cent above average for men 
in 1931, such appeals were only 15 
per cent above in 1932; figures for 
women dropped from 142 per cent 
above to only 25 pe? cent above. 

In spite of the fact that the 1931 
Gallup surveys, as well as coupon 
returns for earlier years indicated 
this unusual pulling power, adver- 
tisements featuring these appeals 
dropped from ninth place in 1931 to 
thirteenth place in 1932, Mr. Rhein- 
strom reported. 


The quality appeal, which ranked 
higher than price appeals in 1931, re- 
versed its position this year, he said, 
dropping from 38 per cent above 
average to only two per cent above 
for men, and from 42 per cent above 
average to eight per cent below for 
women. 


Photographs Pull Best 


From the standpoint of illustra- 
tive material, Mr. Rheinstrom re 
vealed that photographs of people 
bettered their strong position of last 
year, moving from third to second 
place for men, and maintaining their 
hold on first place for women. Ad- 
vertisers also were right in this re- 
spect, this type of illustration main- 
taining first position in number of 
advertisements in which it was 
used. 

Drawings of people remained about 
the same, averaging more than ten 
per cent below average for both men 
and women. 

Photographs of products increased 
their stopping power greatly, moving 
up to first place with men and tieing 
with photographs of people for first 
place with women. 

Drawings of products, while main- 
taining approximately the same ef- 
fectiveness for men in both years, 
rated definitely higher among women. 


Advertisements without illustra- 
tions continued to be the least effec- 
tive in stopping power, showing 
more than 50 per cent below average. 
They also ranked last in number, 
dropping from third place in 1931. 

Analyzing the stopping power of 
advertisements from the standpoint 
of product advertised, Mr. Rhein- 
strom reported further evidence that 
the practical side of life is creating 
greater interest. 


Analyze Products 


Although advertisements of auto- 
motive equipment are still below the 
average in stopping power, attention 
value grew from 38 per cent below 
average for men and 71 per cent be- 
low average for women in 1931 to 
twelve and 25 per cent below, respec- 
tively, this year. 

Advertisements of passenger cars, 
which were only three per cent above 
average for men in 1931, are now 17 
per cent above average. For women 
they were 33 per cent below average 
in 1931, and only 14 per cent below 
this year. 

Advertisements of gas and oil ap- 
parently interest less people this 
year than last, Mr. Rheinstrom re- 
ported, their relative stopping power 
dropping from three to 22 per cent 
below average for men, and from 29 
to 36 per cent below average for 
women. . 

On the other hand, there is a 
definite increase in the stopping 
power of advertisements devoted to 
clocks and watches, their relative 
standing increasing from 22 to 37 
per cent above average for men, and 
from four to 36 per cent above 
average for women. 


Food Advertising Gains 


Food advertising also has  in- 
creased its attention value, mostly 
with men. While not primarily in- 
terested in this type of advertising, 
men now rank food advertising only 
20 per cent below average, compared 
with 50 per cent below average last 
year. Women’s ratings have in- 


creased from four to six per cent 
above average. 

Advertisements of proprietaries re- 
mained at about average interest for 
men in 1932, but dropped from 71 
per cent above to approximately 
average for women, Mr. Rheinstrom 
said, pointing again to the growth of 
interest in practical things, with 
consequent lessening of interest in 
intangibles. 

Men’s toilet goods showed the 
same trend, dropping from 16 to five 
per cent above average for men, and 
from four to 19 per cent below aver- 
age for women. 

A similar trend was visible in 
women’s toilet goods, which dropped 
from six per cent above to 24 per 
cent below average for men, and 
from 79 per cent to 50 per cent above 
average for women. 

Soft drinks dropped from slightly 
above average to slightly below aver- 
age for men, and from 33 to 19 per 
cent above average for women. 

Radio advertising still continues 
to be of more than average interest, 
although dropping from 34 to 22 per 
cent above for men, and from 59 to 
19 per cent above for women. 


Color Stops Readers 


From the standpoint of use of 
color, Mr. Rheinstrom reported four- 
color advertisements enjoying about 
the same attention value as last year, 
although the increased effectiveness 
of black and white has diminished 
their relative standing considerably. 

The average black and white page 
stopped only 32 per cent of the men 
readers last year, while stopping 41 
per cent this year; it stopped only 
24 per cent of the women last year, 
and 36 per cent this year. 

Because of this, color’s advantage 
dropped from 34 to 24 per cent above 
average for men, and from 79 to 33 
per cent above average for women. 


Mitchell to “Child Life” 


Earl Mitchell, formerly Pacific 
coast manager for Cosmopolitan, is 
now representing Child Life, Chi- 
cago, on the Pacific coast. 


THE FIRST 


PRIZE and THREE HONORABLE MENTIONS 
were lithographed by EDWARDS & DEUTSCH LITHOGRAPHING CO. 
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Agency, Campbell-Ewald Co 


A 


Artist, Otis Shepard 


JURY of eleven eminent advertising experts selected thirteen poster 
designs as the best examples of Outdoor Advertising produced in 1932. 


These were chosen from hundreds submitted for the Third Annual Exhibit 
of Outdoor Advertising Art. 


We are proud that four out of thirteen prize winners were lithographed by 
us, emphasizing again the well-known fact that our expert skill in faithfully 
reproducing poster designs of real merit is recognized by discriminating 


advertisers who demand the best. 


by us were also selected for the exhibit. 
Our offset work is also recognized as the very highest type obtainable. 


Let us figure on your next job of lithography, whether it be Posters, Window 
We will always give you prize-winning results. 


Displays, or Direct Mail. 


Edwards & Deutsch Lithographing Company 


Twenty-two other designs lithographed 


ADMISSION FREE 
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Artist, Wm. A. Allured 
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Agency, Campbell-Ewald Co. 


2320-2336 Wabash Avenue, Chicago 
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Westinghouse Employe 


Sales Plan Continued 


Because of the unusual 
achieved through the employe sales 
campaign conducted during May and 
June, during which employes turned 
over 68,260 prospects to dealers re- 
sulting in the making of 58,045 ad- 
ditional sales, the plan will be con- 
indefinitely, 
who handled the campaign, has an- 


tinued 


nounced. 


The same methods used during the 


spring drive will 


H. C. 


be followed. 


Seek Lower Postage 


success 


Thomas, 


‘‘News,’’ ‘‘Plain 


Dealer’’ Joined 
In New Company 


Cleveland, O., Oct. 6—Cleveland 
Plain Dealer and Cleveland News 
have announced their affiliation 
under the ownership of Forest City 
Publishing Company, a newly organ- 
ized $9,000,000 holding company. 
The separate identities, policies 
and managements of the two publi- 
cations, the first of which is a morn- 


After hearing testimony that the 
three-cent first class postage rate has 
resulted in decreased volume, the 
House committee investigating postal 
deficits has decided to urge repeal 
of the increased rate at the next 
session of Congress, Representative 
Mead, chairman of the committee, 
has announced. 


U. S. Rubber Moves 


Sales and advertising offices of 
mechanical rubber goods division, 
United States Rubber Company, have 
been moved from Passaic, N. J., to 
New York, where all of the com- 
pany’s effort is now centralized. 


Weld Named Chairman 


L. D. H. Weld, of McCann-Erick- 
son, Inc., New York, has been ap- 
pointed chairman of the committee 
on research for the American Asso- 
ciation of Advertising Agencies. 


To Deliver Magazines 
Mutual Magazine Distributors, Inc., 
98 Park Place, New York, has been 
formed to distribute magazines. L. 
H. Silberkleit is president and gen- 
eral manager. 


Hughes Changes Papers 

Charles M. Hughes, local advertis- 
ing manager of the New York Eve- 
ning Post, has accepted the same 
position with the Baltimore News. 


Metcalf on His Own 


George T. Metcalf, advertising and 
sales promotion manager of Frank- 
lin Process Co., Providence, R. I., has 
organized his own agency. 


STATEMENT OF THE OWNER- 
SHIP, MANAGEMENT. CIRCULA- 
TION, ETC., REQUIRED BY THE 
ACT OF CONGRESS OF AUGUST 
24, 1912, 

Of ADVERTISING AGE, published weekly 

aaa Illinois, for October 1, 


State of Illinois, 
County of Cook, ss. 

Before me, a notary public in and 
for the State and county aforesaid, 
personally appeared G. D. Crain, Jr., 
who, having been duly sworn accord- 
ing to law, deposes and says that he 
is the publisher of the ADVERTISING 
AGE and that the following is, to the 
best of his knowledge and belief, a 
true statement of the ownership, 
Management (and if a daily paper, 
the circulation), etc., of the aforesaid 
publication for the date shown in the 
above caption, required by the Act 
of August 24, 1912, embodied in sec- 
tion 411, Postal Laws and Regula- 
tions, printed on the reverse of this 
form, to wit: 

1. That the names and addresses 
of the publisher, editor, managing 
editor, and business managers are: 

Publisher, G. D. Crain, Jr., Chi- 
cago, Ill. 

Managing Editor, S. R. Bernstein, 
Chicago, Ill. j 

2. That the owner is: (If owned 
by a corporation, its name and ad- 
dress must be stated and also im- 
mediately thereunder the names and 
addresses of stockholders owning or 
holding one per cent or more of total 
amount of stock. If not owned by a 
corporation, the names and addresses 
of the individual owners must be 
given. If owned by a firm, company, 
or other unincorporated concern, its 
lame and address, as well as those 
of each individual member, must be 
given.) 

Advertising Publications, Incor- 
Porated, Chicago, Ill.; G. D. Crain, 
Jr., President; Kenneth C. Crain, 
E. Kebby. 

3. That the known bondholders, 
Mortgagees, and other security hold- 
ers owning or holding 1 per cent or 
more of total amount of bonds, mort- 
gages, or other securities are: (If 
there are none, so state.) None. 

G. D. Crain, Jr. 

Sworn to and subscribed before me 
this 22nd day of September, 1932. 

(Seal) Ellen Kebby. 


ing paper and the second an after- 
noon paper, will be continued. 
The new holding company will ac- 


quire all of the stock of Plain Dealer 
Publishing Company and Cleveland 
Company, publisher of the News. 

B. P. Bole, president, Plain Dealer 
Publishing Company, is head of the 
new company. Directors are George 
M. Rogers, John S. McCarrens, Dan 
R. Hanna, Jr., John A. Hadden, G. 
S. Holden, and I. F. Freiberger. 

The Plain Dealer is one of the old- 
est papers in the middle west, trac- 
ing its origin back to 1842, when it 
was started as a weekly. It became 
a daily in 1845. 


Anderson Moves 


Anderson, Inc., Detroit, has moved 
from Maccabees Bldg. to 602 Archi- 
tects Bldg. 


Stories from 
Magazines Make 
Radio Program 


New York, Oct. 6.—Love stories 
from current magazines will be used 
by Centaur Company, makers of 
Fletcher’s Castoria, in a new radio 
series, “Pages of Romance,” which 
started over National Broadcasting 
Company last Sunday. 

The initial program featured “The 
Devil Goes to Dinner,” from the 
October issue of McCall’s. A story 
from some other popular magazine, 
by special arrangement with the pub- 


lishers, will be dramatized every 
Sunday afternoon for 13 weeks. 

No difficulty has been found in 
obtaining permission to use maga- 
zine material in this way, most of 
the publishers regarding the radio 
exploitation as desirable publicity. 
Young & Rubicam are handling the 
campaign. 


Webster in Milwaukee 


Forrest U. Webster, advertising 
manager, Cutler-Hammer Corp., and 
president, National Industrial Adver- 
tisers’ Association, addressed the 
opening fall meeting of Women’s 
Advertising Club of Milwaukee on 
advertising in relation to budgets 
and sales effort. 


(My commission expires April, 1935.) 
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HISTORY! 


From every point of the compass they come—telegrams with the same 
plea: ‘We're sold out, send another thousand copies." 
clamor for additional copies beyond our ability to supply the demand. 


238,000 copies reordered after first day sale from— 


Newsstands 


Just one 


hundred 


of several 


telegrams pouring in daily! 


200,000 circulation 
guaranteed, but as 
of today, October 
5, we have printed 
580,000 copies, and 


Milwaukee New Orleans Salt Lake e 
Omahs Allene to —— the presses are still 
t. Louis Memphis an Francisco ° ' 
tenes: Oly ee —— humming. There's 


Tell your story in NEW OUTLOOK, a magazine whose circulation embraces a 


mass and class circulation of readers gathered together for the first time under the 
militant editorship of Alfred E. Smith. 


no telling what the 
total will be. 


Present low rate of $650.00 a page in effect for six months. 


515 MADISON AVENUE 


PUB 


Telephone: Plaza 3-6969 


LISHING 
NEW 


FORMS CLOSE OCTOBER 18 FOR THE NOVEMBER ISSUE 


~ NW OUTLOOK 


OUTLOO K 


COMPANY 
YORK CITY, NEW YORK 
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Broken hearted and disgusted Chicago baseball fans found the appearance of this Goodyear blimp 
advertising Blue Ribbon Malt a welcome diversion a the recent world's series games at Wrigley 
Field. 


SECTION OF TIRE MAKES GOODYEAR TRUCK BODY 


seetrenee 


Frank Fletcher (left), well known free lance writer and at one time 

advertising manager of Saks & Co., and Sherman K. Ellis (right), 

vice-president in charge of the Chicago office of Erwin, Wasey 

Co., have formed Fletcher & Ellis, Inc., 331 Madison Ave., New York. 
Arthur Judson is secretary of the new agency. 


ADVERTISE TO SECURE CENTENNIAL VOTES 


What Is the Texas 
C-E-N-T-E-N-N-L-A L? 


Trucks like this are being used by "identification crews" of Goodyear Tire & Rubber Company, which 
are engaged in putting up proper identification signs for dealers throughout the country. 


Qj What does the word Centennial mean? 
Bde websee's Dictionary dubnes the word Centennis! 25: "A 100th seaiversary of is celebration” 


 irtrommenuttanbawtp JOINS PUBLICATION LUX USES TESTIMONIALS FROM "UNKNOWNS" 
ot an Independent Republic. 


ne College Girls ix OneLeg let 
cut down Stocking Runs 


oe. What State in the Union has a more brilliant history than Texas? 
“1 washed one stocking erery day the Lax : 
way—the other | rubbed with cake soup, See 
the run ina the ewke-soap stocking! The Lux : 
stocking $a [ike mew. Nothing but Lux for - 
our stockings from now on, we giris 31) say,” 2 0 i 
i ” na 


A “Though 2 few states closely tival the coiorful history of Texas, there is cerwainly 00 state which 
A GROUP of college girls got together re- to preserve this viral elasticity, No wonder 


has a more brilliant or insp'ring history than our own dear State. 
o. Why celebrate the 100th birthday of Texas? 
ccutly on d test of stocking wear. the Lux way of washing makes mochings 
The “One-Leg Test” they call it, because wear mach fonger--prevents needless tons. 


1936 offers an oprorturit only every 100 years. Surely the least which present-day 
ond atocking waa washed every night the Lua The LUN Way t0 cut down runs | 


@. Who are sponsoring the movement? 

A. Aa official Centennial Counmittee of 100 was appointed by the State Legislature to officially spoo- 
sor the movement. This committee is made up of patriotic Texans from all over the State. to 
addition, many other patriotic ps, such as the Texas Press Association, the Advertising Clubs 
of Texas, Progressive Texans, the Texas Daily Press League and others, are sponsoring the 
movement. 


@. How can the Texas Centennial in 1936 become a reality? 

A. An exposition of this mapnitude and character must have the official sanction of the entire State. 
hehce the matter of whether or mot Texas shall celebrate its 100th birthday is to be submited 
directly to the people. Gn ivovember 8th a Texas Centennial Constitutional Amendment will be 

voted upon. 


o. What will it mean to Texas? 


A The celebration of the Texas Centennial offers the greatest opportunity that Texas has ever known. 
© It is certainly patrioticaliy mandatory upon us to make thi; public recognition. From aa economic 
it, twenty-five years’ growth can be brought io the State withio five years. 
Qe. What should every loyal Texan do as his part? 
A Uhe Girst and riost importzn duty of every Texan is to yo tw the polls November Sth and be sure 
© that he votes for the Centennial A d After this € A di has passed, 


as pas 
there are many things whicd Texans can do t make the Exposition a brilliant success. These in- 
structions will be given the people of Texas at a later date. 


@. How much actual wealth will be brought to the State by the Cen- 
tennial in 1936? 


ity which occurs 
- ——_ do is to make public and Gcting recogaitton of the heroic deeds and sacribces of our 
3. 
way~the ober rubbed wich cake soap. 


They reported amaring results? 75% freer 28+ 
runs in the Lax-woched stockings ahon inthe 4 One tarpoon of Lous for tach pair. 
stockings labeled “Cake Soap.” 2. AAA ykewearn: water th Tuts deeds nude theeugh, 


will show permanent development to the State. Wealth in unto!d millions and from many ditf=r- 
ent angles will pour into the State as the immediate result of this celebcation. And thus while 
celebrating the patriotic Centennial revering the memory of Texas’ forefathers, present-day Lexans 


will benefit in an economic way by a dissemiaation of information concerning present-day oppor 
tonities io Texas 


Cake-soap subbing destroys the e/acirity seine: patiaaicsaieilaibeilion, digs, T2 
of the sik. This is the live, stretchable quale ie, handel stksk. Lan has wo hereiel 
ity of ith whieh makes it wear, Lax is ayade  aikah. Anything role io water is nafe i Lys. 


VOTE for the Texa: Centennial Constitutional Amendment November 8th Authorizing 


5 fall-gend package of Lux frre, Winte today to Lever 
VAY L. R. Putman, for fifteen years Sebnare tn ee Ee Cambralge, Mos 
waH. “rr 
=> a, merchandising counsel for South- 
Z7 VALS ern Pine Association, has been 


4 CENTENN elected a vice-president of Amer- 
pd" rhe ican Builder Publishing Corp., and 
[hE al ill devote his full time to "Amer- 
beast will devote his full time to ‘Amer 
1936 ican Builder and Building Age" as 


o. 


Pr . van Mrs. HN. Aileas washed 468 
This is the first of eight patriotic messages prepared and sponsored by: marketing editor and merchan- saves stockin g£ near hai 
veces : ia dising counsel, working with retail ee ey aap 
ia  anenees preaceielarear lumber and building supply dealers E-LA-S-T-I-C-I-T-Y 
on trade promotion and distribu- . —_ 
tion problems. Mr. Putman has 
Five advertising and publishing groups in Texas are sponsoring a long been prominent in lumber Although still an ardent devotee of testimonial copy, Lever Brothers 
series of eight advertisements, of which this is the first, urging circles, and once headed Adver- Company has turned to testimonials from "unknowns" in its current 
passage of the Texas Centennial Amendment to the state constitution. tising Club of New Orleans. newspaper campaign. 
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